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None of the material shortages 


wh manufacturers have been cry- 
sut really got Mrs. Consumer 


ing 
excited until they started monkey- | 
ing with silk stockings. 


vgs 


Gladys the beautiful receptionist 
she knows a lot of nice girls 


say> 
who would be delighted to present 
their share of the silk supply to dar- 


ing young parachutists in person. 
>, VT 


Arthur Robb has refused to ap- 
pear before the FCC in answer to 
a subpoena, but maybe he could 
save everybody time and trouble by 
forwarding a file of “Shop Talk at 
Thirty.” 


7, = F 


ADVERTISING AGE urges. united 
opposition to taxation of any form 
of advertising. If we don’t all hang 
together, seems as though, we may 
all hang separately. 


v v v 


Garrett an advertiser 
his advertisement upon 


Paul 
“can force 
people.” 

That ain’t the way Dan’el Starch 
heerd it. 


says 


Ta F 


“Cowles Denies Plan to Start Chi- 
cago Daily.”—Headline in ADVER- 
TISING AGE. 

Maybe he had just finished read- 
ing those SEP articles about Col. 
McCormick. 


. 2 


The new NBC-ASCAP music 
agreement is to run for nine years. 
That's probably a very good deal, 
but what are the boys going to do 
for excitement between now and 
1950” 


oe | v 


Press previews of new automobile 
lines may be omitted this year be- 
cause of the defense situation, but 
nobody thought the shortage ex- 
tended to materials for cocktails and 
highballs. 


v v 


Blue Swan Mills, in planning a 
promotion for the Panty - of - the- 
Month, has let it be known that 50 
per cent of the female population do 
without. One half the world doesn’t 
how the other half lives. 


Know 


v v v 
When magazine circulation mana- 
gers see the Petty Panty illustra- 
tons running in the Blue Swan 
mpaign, they'll shake their heads 


ind irmur, “It’s a shame to take 
the n ney.” 


’ ’ ’ 
Swank is to advertise itself as 
alet to millions,” perhaps over- 
oking the well-known fact that 
llions wouldn't have a valet on a 

v ’ v 
The gasoline shortage in the East 
ll reduce the mileage of many a 
aming Romeo, but after all most 
‘the heavy work has to be done 
while the cars are parked 

’ v ’ 
Leo Henderson's proposal to re- 
con stalment selling, after the 
YPM had reduced material supplies 
Ped the motor car and appliance in- 
nstries is merely adding insult to | 
Nury 


Copy Cus 


| SAVE SILK 


| 


STOCKINGS 


These simple rules will SAVE THEM! 


Bh mere mpeten then #8 8 Some on wack ing 
rent b00p preciees tlh ond mylen weckings lhe 
a oe 


These comple rules will help yeu. as they hove 


Reiped mien 

1. wash immediately aie re) nea ner 
© thet persperation doesn't rem * 
the stacinng to weaken the fe 

| 4. use tehowarm tus ude. aquense 
2. teen inside out before wast mg Re tude g < atang, nee 
move rags from your fingers so - ~ 

2 ae ee 


3. tiover nub with cabs soap. Never use §. wry ewoy trom heat -neve - 
maps contawung harmful alkah Thee © 
Weaken clesticity, leave the delete 


SO EASY TO SAVE STOCKINGS THE LUX Way! 


tens Pere | Wate 


wade thet fost one a 


Over 9O% (721 out of 783) of the 
makers of stockings in the U.S. (silk 
nylon, reyen, comen) recommend LUK 


Lever Bros. Company cancelled one of 
its 550-line newspaper ads, replacing it 
with this copy tying in with front-page 
news stories on silk. The ad appeared 
on the regular Lux schedule throughout 
the country. Regular copy will be re- 
sumed, giving special emphasis to the 
new saving angle. J. Walter Thompson 
is the agency. 


Navy's Recruiting 
Campaign Brings 
2,530 Inquiries 


Knox Predicts Success 
for Drive on Basis of 
Returns 


Washington, D. C., Aug. 7.—The 
Navy's $340,000 recruiting cam- 
paign in Indiana, lowa and Mis- 
souri resulted in 2,530 inquiries 
from potential sailors during the 
July 7-30 period, it was revealed 
here yesterday The’ eight-week 
drive, now just past the halfway 
mark, involves 1,000-line couponed 
copy appearing once a week in all 
daily and weekly newspapers in 
communities of less than 50,000 
people in the three states. 

The disclosure was made in the 
House by Rep. Carl Vinson of 
Georgia, chairman of the naval 
affairs committee. Rep. Vinson in- 
serted in the Congressional Record 


a memorandum received from Sec- 
retary of the Navy Frank Knox, 
answering six questions posed by 
Rep. Vinson. 


Recruiting Officers Enthusiastic 


The memorandum pointed out 
that although enlistments in these 
three states have not yet begun to 
show a sharp increase, “all recruit- 
ing officers are enthusiastic and 
state most emphatically that they 
believe the campaign will be suc- 
cessful.” 

Extension of the drive to the 
neighboring states of Nebraska, 


Kansas and Kentucky is scheduled 
for about Aug. 18. It was also dis- 
closed that after about Sept. 8, 


(Continued on Page 32) 
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Consign Silk 
Hose Advertising 
fo Scrap Heap 


Nylon, Rayon, Lisle 
Considered as Substi- 
tute Materials 


By FRANK HICKS 


Chicago, Aug. 6.—Thousands of 
dollars worth of advertising mate- 
rials for the silk hosiery industry 
are doomed for the scrap heap as a 
result of the curb on imports of 
raw silk from Japan. This is only 
one of the critical situations uncov- 
ered by ADVERTISING AGE at the 
women’s, children’s, infants’ wear 
and accessories market at the Mer- 


chandise Mart this week. 

In the opinion of S. A. Harvey, 
manager of the Chicago branch of 
Laros Textiles Company, Bethle- 
hem, Pa., maker of silk, silk and 
rayon and rayon underthings, silk 
as a material for garments is done. 
He believes that the material will 
be replaced by mixtures of syn- 
thetic yarns. And, incidentally, cus- 
tomers at the current market are 
concerned far less about price, he 
says, than about deliverie 


Some idea of the problems facing 
edvertising managers in the indus- 


try can be gained from the plight 
of the Chicago branch of Rollins 
Hosiery Mills, Des Moines. Annes 


Kaufman, manager, pointed to car- 
ton after carton of beautifully pre- 
pared 


point-of-sale material now 
being held up pending = further 
orders. It is possible that some of 
it may prove useful, but one of the 


finest posters in the lot, intended for 


Christmas use, carries the word 
“chiffon,” which is soon to disappear 
from the market 
Recall Stocks 

“All our stocks have been called 
back to Des Moines,” said Miss 
Kaufman, pointing to shelves as 
bare as Mother Hubbard’ These, 
she added, referring to the entire 


company supply, may be enough to 
last until Christmas and they will be 
allocated among customers She 
thought it possible that rayon would 
be used as a substitute for silk 
the possibility that also 

enter the picture, although, 
added, the best lisle is of long 

(Continued 30) 


with 
lisle might 
he 
made 


On Pag 


Advertising in for Fight, 
Federal Views Indicate 


NEW CEREAL 


Promising consumers generous samples, 


Kellogg Company has launched a test 
for its newest cereal, Wheat Pops, 
through newspapers in selected markets. 
Kenyon & Eckhardt, New York, is the 
agency 
Launch Test for 
Lf 
Kellogg's Wheat 
. . 
Pops, Krispies 
Identical Technique 


Used for New, Estab- 
lished Cereals 


Chicago, Aug. 7 Kellogg Com- 
pany has launched a test on a new 
cereal, Wheat Pops, a pearled 
wheat product, through Kenyon & 
Eckhardt, New York, ADVERTISING 
AGE learned today 

The product is being introduced 
in test markets—one or two in each 


Kellogg sales territory—through the 


medium of large newspaper space 
Which announces a sampling opera- 
tion Copy is running in Olean, 


(Continued on Page 33) 


Last Minute News Flashes 


Shortening of Magazine Contract Periods Begun 


New York, Aug. 8 


Crowell-Collier advised advertisers 


American Druggist, and Motor. 


Although majo 
that they are still accepting contract 
reported that many will shortly follow the 
and Hearst in refusing to accept contract 
of 
Hearst Magazines took the same step Wednesday 
Good Housekeeping, Harper's Bazaar, House 


magazine publishers today advised 
monchs in advance, it wa 
lead taken by Crowell-Colliet 
for more three months 
new time limit July 31, and 
affecting Cosmopolitan, 


Beautiful, Town & Country, 


for SIX 


than 
the 


Biggest Campaign in History Set for Pyrex 


New York, Aug. 8 


campaign for Pyrex all-glass 


ing Pyrex ware in actual use 


Corning Glass 
cooking 
magazines and 45 Sunday newspaper supplements, wit! 
A new 
pot will be introduced via a full page in the Oct 


Works will launch it 
Sept 1 


t extensive 
18 national 
ads show- 
Flameware tea- 
10 issue of Life. Batten, 


mo 
utensil in 
colo! 


American Hostess 


Barton, Durstine & Osborn is the agency 


May Use Newspapers and Radio for Florida Citrus 


New York, Aug. 8 


Newspapers supplemented by spot radio may re- 
place network radio as the spearhead of the Florida Citru 


Commission's 


fresh fruit campaign to begin in October, according to Blackett-Sample- 
Hummert, agency in charge. Plans have not yet been completed, however. 


Turner Resigns as L & T Production Manager 


New York, Aug. 8. 


cessor has been appointed as yet. 


Jack Turner has resigned as production manager 
of Lord & Thomas and will announce his future plans shortly 


No suc- 


Price Control, Tax Pro- 
posals Called Greatest 
Dangers 


By A. P. MILLS 


Washington, D. C., Aug. 7.—No- 
body is breathing a word about it 
in public but don’t be surprised if 
advertising gets its greatest going- 
over in history at the hands of offi- 
cial Washington as a by-product of 
the defense programs. 

Only vague hints of what may be 
prospect have been dropped so 
far, but a number of pending mat- 
ters besides the tax situation point 


in 


to the possibility that advertising 
may be the target for Administra- 
tion sniping from a number of 


quarters 

Most importantly, the whole sub- 
ject of price control in all its 1.ami- 
fications grave dangers 
The Congressional 


contains 
for advertising. 
debate 


on price control legislation, 
urgently requested by the White 
House, is only now getting under 


way and there will be a battle be- 
fore a law is passed. But some 
statute will be enacted eventually, 
after which Leon Henderson's Office 
of Price Administration and Civilian 
Supply will have augmented power 
to establish price ceilings 


May Be Victim 


Price ceilings may seem relatively 
remote to advertising, but not so in 
the thinking Administra- 
tion officials. With costs rising and 
price ceilings set, savings must be 
made at some point and advertising 
may the victim. There has been 
only a single of the effect 
of a price ceiling on advertising to 
date. In setting a limit on increases 
in the price of bread several weeks 
ago, Mr. Henderson wrote bakers 
that one way of reducing operation 
expenses would to cut advertis- 
ing outlay 

OPACS spokesmen deny that this 


of some 


be 


instance 


be 


isolated mention reflects an estab- 
lished policy of the agency. How- 
ever, there seems to be a growing 


tendency at OPACS and elsewhere 
in Washington to regard advertising 


as a cushion for other costs. The 
possibility remains that price ceil- 
ings may also become advertising 
ceilings 

OPACS has not yet set price ceil- 
ings on 1942 automobiles. It has 
been suggested by some officials 
that advertising expenditures 


included 
production 


should be 


ing 


not in comput- 
of and distri- 
bution, or at most a limited amount 
to used merely “to keep the 
name before the public.” 


costs 


be 


Point to Demand 


The reasoning 
lean toward this 
mand for new 
supply. Hence, 
new models 


of officials who 
view is that de- 
will far outrun 
advertising of the 
would an unneces- 
sary luxury which would only ag- 
gravate the shortage. This view can 
be applied just well to such 
other scarce commodities as refrig- 
erators and petroleum products. 
So far could be learned, 
OPACS has adopted no fixed policy 
to date on the inclusion exclu- 
sion of advertising costs of products 
under price ceilings. The matter 
must come to a head in the near 
future, however, for the date is fast 
approaching when 1942 auto price 
tags must be determined. 
That the motor industry will op- 
pose with all its vigor any attempt 
to exclude advertising expenditures 


cars 


be 


as 


as 


or 
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ADVERTISING AGE 


ae 11, 194) 


Z 
from price ceilings goes without 
saying. Effort will undoubtedly be 


made to convince defense officials 
that advertising must be main- 
tained. Should this effort fail, how- 
ever, and a precedent thereby es- 
tablished, the outlook will be grim 
indeed for other products under 
price ceilings. 


Cooperate with Ickes 


The Eastern oil shortage is not 
now an OPACS problem. It be- 
longs to Petroleum Coordinator 
Harold L. Ickes, who—so far as is 
known—has_ not’ requested 
brand advertising be stopped in 
view of the shortage. He has asked 
and received cooperation in direct- 
ing the motoring public’s attention 
to the crisis. 


that | 
| decrees 


Although oil is in the Ickes orbit, | 


Assistant Attorney General Thur- 
man Arnold is also in the picture in 
connection with anti-trust decrees 
due for consummation shortly. 


What use Mr. Arnold will make of 


Gell 


HOTELS 


| auto 


THE HOTEL MONTHLY | 


Published ps SOHN wily, v, tne. CHICAGO 


the voluminous information on oil | 


advertising received from question- 
naires made out by major compa- 
nies has not been disclosed, but it 
is entirely possible that the decrees 
may include some 
tation on petroleum advertising. 

It will be recalled that this same 
Mr. Arnold got a similar restriction 
written into the decrees 
ended the automobile finance com- 
pany cases. At that time, Mr. Ar- 
nold admitted that anti-trust laws 
do not cover advertising but said 
that voluntary restrictions on pro- 
motion would be a part of future 
when such restrictions 

“further the purposes of the anti-| 
trust laws.” 


Gives Arnold Chance 


At the time of settlement of the} 
finance cases, Mr. 
pointed to the oil industry to ex- 
pound his advertising philosophy. 
He said: “In the oil industry refin- 
ers are deprived of their market 
because of the belief induced by 
great expenditures that good gaso- 
line is sold only under particular 
trade names.” He added that al- 
though brands have a proper func- 
tion, they have assumed a new use 
and “advertising is used to build 
up preference for the products of | 
one manufacturer or manufacturers 
solely because he nas the most ad- 


“voluntary” limi- 


which | 


Arnold | 


| vertising money and can make the 


most noise.” 

That may be the handwriting on 
the wall insofar as the forthcoming 
|oil decrees are concerned. Mr. Arn- 
old admits that the laws under 
|which he prosecutes do not cover 
advertising, but he insists that con- 
sent decrees may properly include 
restrictions on promotion. In view 
of the present and potential short- 
age of supply in this field, he would 


have an additional argument just 
now. 
| Then there is the problem of 


price ceilings in the oil field. When 
that subject comes to a head, argu- 
ments are certain to be aired that 
(ceilings should shelter no advertis- 
| ing expenditures. It would be irony 
| indeed if the oil industry should be 
| subject to such a ruling soon after 
having coughed up $250,000 from 
its own coffers to urge the public, 
via advertising, not to buy gas. 
There are still a lot of influential 
people in Washington who espouse 
the “advertising-is-economic-waste” 
| theory. The matter may come to a 
head before many months pass. 


SENATE GROUP MAY 

DROP SPECIAL TAXES 
Washington, D. C., Aug. 6.—Ef- 

forts to forestall the enactment of 

special taxes on two advertising 

media were concentrated this week 
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on the Senate finance committee, 
which began deliberations today on | 
the $3,200,000,000 tax bill adopted 
earlier by the House. 

As passed by the House, the bill 
calls for taxes ranging from $1 to 
$11 on outdoor posters as well as 
levies ranging from 5 to 15 per cent | 
on net time sales of radio stations | 
in the over $100,000 class. No such} 
“gag rule” as was obtained in the | 
House is possible in the Senate, and | 
the unprecedented advertising| 
levies are due for full discussion | 
both in committee and on the floor | 
of the upper house. 

The Senate is faced with the) 
problem of adding $300,000 rev enue | 
to the bill in order to restore it to| 
the $3,500,000,000 total asked by a 
Treasury Department. In the only 
major amendment permitted, the | 
House scrapped the mandatory joint 
income return plan. An estimated 
$300,000,000 was lost thereby which 
the Senate must make up in some 
other way. 


Expect Favorable Action 


Despite the fact that the Senate 
must increase the yield of the bill, 
both radio and outdoor interests be- 
lieve that the taxes on advertising 
will be erased in committee. Both 
radio and outdoor spokesmen will 
testify as to the discriminatory na- 
ture of the proposals before the 
Senate finance committee in the 
near future. 

Although it is considered unlikely 
that the Senate will adopt the 
House advertising levies unchanged, 
other types of advertising taxes 
may be substituted. There has been 
some discussion to the effect that 
Congress should adopt a small tax 
on all advertising, in place of the 
current plan to tax only two media. 
Newspaper opposition would prob- 
ably be strong enough to forestall 
such a move, should it be seriously 
entertained. 

A less 


remote possibility, it is 
felt, is the adoption of franchise 
taxes on radio stations. Chairman 


James L. Fly of the Federal Com- 
munications Commission admitted 
recently that FCC has considered 


ete t 


_ POPULAR PACKAGE 


stoecs 


Using full pages in three Detroit new . 
papers and smaller copy in 13 oth: 
Michigan cities, Cunningham's Drug 
Stores tells customers about the ‘'Behin : 
the Lines’ packages which proved pop. 
ular when sent to “Cunningham's ow 
boys’ in Michigan camps. The packag 
retail value $3, is offered at $1.59. 
Simons-Michelson Company, Detroit, 
the agency. 


system of distributing consumer 
goods.” He claimed that a tax on 
advertising would defeat its own 
purpose. 

The letter stressed that the de- 
fense program requires the greatest 
merchandising effort in the nation’s 
history, and hence nothing should 
be done to cripple the merchandis- 
ing machine that produces income. 
“To tax the process which creates 
income is an economic fallacy,” Mr. 
Murphy wrote. 

The letter also quoted President 
Roosevelt’s message to the AFA 
convention. Mr. Murphy concluded: 
“We strongly urge that a tax on ad- 
vertising, regardless of its nature, 
will be a grave economic mistake 
and harmful to the laudable and pa- 
triotic cause to which you, your 
colleagues, and all other good 
Americans are firmly dedicated.” 


the possibility of such levies for 
several years, and that there is some 
sentiment within the commission in 
favor 
of its regulation. 

The National Association 
Broadcasters, whose board of direc- 
tors is meeting here today and to- 
morrow to ponder the tax problem 
as well as other matters, has re- 
|tained Ellsworth C. Alvord, leading 
Washington tax lawyer, to present 
radio’s case before the Senate fi- 
nance committee. The National In- 
dependent Broadcasters, Outdoor 
Advertising Association of America, 
and several other groups will also 
be represented. 


AFA OPPOSES TAXES IN 
LETTER TO CONGRESS 
Washington, D. C., Aug. 
ter expressing the Advertising Fed- 
eration of America’s “strenuous op- 
position to the proposed taxes on 
radio and outdoor advertising,” sent 
to Rep. Robert L. Doughton, 


man, by AFA General Counsel} 
Charles E. Murphy, was inserted in 
yesterday’s Congressional Record 
without comment by Rep. Martin J. 
Kennedy of New York. Rep. Ken- 
nedy has previously expressed his 


consider 
regardless 


Mr. Murphy wrote: “We 
any tax on advertising, 


our nation and| 
well-established | 


the economy of 
detrimental to our 


of taxing radio for the cost) 


of | 


7.—A let- 


House | 
Ways & Means Committee Chair- | 


opposition to taxes on advertising. | 


of the media affected, as harmful to | 


Schwab Heads 
Biow Radio 


Laurence Schwab, Broadway and 
Hollywood producer credited with 
uncovering such 
stars as Burgess 
Meredith, John 
Beal, Ann Soth- 
ern and Virginia 
Bruce, has been 
named __ creative 
director of The 
Biow Company’s 
radio depart- 
ment. Mr 
Schwab has been 
surveying the 
radio field for the 
past year for the 
New York agency 


Laurence Schwab 


with the object 
|of merging the three outstanding 
|entertainment media, stage, screen 


and radio. He became a producer 
|shortly after leaving Harvard, and 
his Broadway successes include a 
|number of hits. 

The Biow Company handles radio 
programs for Philip Morris & Co. 
Bulova Watch Company, EversharP, 
|Inc., and several other clients 


“Gourmet” Appoints 
Gourmet, New York, has 
pointed Duncan A. Scott & Co 
Francisco, as its Pacific coast p- 
resentative, and Arthur Chapin 
Boston, as New England represcta- 
tive. Clem Moon, formerly t 
Park-East, New York, has jo ne 
|Gourmet’s New York sales sta! 


| 


QUICK PICKUP AND DELIV 


ERY ANYWHERE IN CHICAGO 
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STANDARD STUDIOS INC.¢ 540 & 410 N. MICHIGAN AVE.* W! 
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State building materials sales are up 23% trom 
i a year ago, according to Federal Reserve Bank . . 
figures. Blocks of new homes are springing up oe eo 2 ' 
all over Oklahoma City. i . , ee 
a> : a 
A thousand western Oklahoma farmers, one group driving 
150 miles, gathered at Clinton, Oklahoma, July 16 to wit- 
ness a soil conservation demonstration by CCC officials. 


When Henry N. Wyzanski, right, president of 
Kerr's, one of the southwest's finest department - 
stores, checked the first six months of 1941, Him 
he reported business 429% up from a year ago 


' ; ‘ On July 4 Oklahoma's oldest rodeo put on its 25th 
| .' Ss * a2 —.  . Py 5 annual performance at Dewey, Oklahoma. It played to 
: : fl mes * } —— om = : 12,000 on the 4th, 18,000 in three days . . . its record 


high for many years. 


City and railroad officials turned out Tuesday, 
j July 8, to see Oklahoma City’s mayor turn the 
first spade for a new $100,000 freight depot for 

the Rock Island railroad. 


Big Spending News That Missed Page One 


Every two weeks 195 Oklahoma City boys leave 

for a two-week stay at the city’s Y.M.C.A. summer 

i camp in the Arbuckle mountains, 90 miles south. 
Each boy attending pays $15. 


When boys’ summer camps are so crowded that many applicants 
must be turned down ... when farmers drive 150 miles to learn more 
about erosion prevention methods... when 18,000 people turn out for a 
three-day rodeo in a town of less then 2,500... then there is every indica- 


tion that life is running along as usual. 


When city department stores report sales 25% up from a year ago 
for the week ending July 19 and 21% up for a corresponding 4-week 
period of 1940 ... when a rural automobile dealer reports sales 50% 


ahead of 1940... when a small town appliance dealer says business is 


30% ahead of last year... then business in the Oklahoma City market 


RN aw ee * 


has made a decided shift into high gear. 


This is the sort of activity that is going on in this market today. 
Folk are busy working, learning, earning, just as they were in 1914, in 
1928, in 1940. The difference is that they are spending more today ... 


responding with greater enthusiasm to sales promotion directed to them 


through the Oklahoman and Times. 


aa 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY,OKLAHOMACITY * KVOR, CoLoRADO SPRINGS 
KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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National Distillers 


Gets FTC Feed Order 


The Federal Trade Commission 
has ordered National Distillers 
Products Corporation, New York, to 
cease making misrepresentations on 
its poultry feed supplement prod- 
ucts, sold by-products from its 
whisky distilling. Three semi-solid 
feeds, all bearing the name Produ- 
lac, are included. 

National Distillers was ordered to 
cease claiming that these after-dis- 
tillation remnants increase egg pro- 
duction when fed to poultry; that 
their use results in more uniform 
broilers of superior quality and at 
less cost; and that they improve 
poultry health, aid the appetite, or 
are effective substitutes for green 
feeds 


as 


“Get dis, brother! WEDF Flint 
Vichigan has 910 for a bow, and 
a kilowatt for a wow!” 


Atlantic Continues 
Grid Broadcasts 
in Eastern States 


Commercials May 
clude Educational 
Patriotic Messages 


In- 
and 


Philadelphia, 
the shortage of gasoline and fur- 
nace oil in the East, the Atlantic 
Refining Company will continue its 
extended program of football broad- 
casting for the sixth consecutive 
this fall, using 77 stations 
from New England to Florida and 


Aug. 7.—Despite 


vear 


west to Ohio. Games of leading 
colleges, professional teams and 
outstanding high school teams are 


on the schedule 

“It is quite possible,” said Joseph 
R. Rollins, Atlantic advertising 
manager, “that it will be necessary 
to eliminate all product commer- 
cials from these broadcasts because 
of our inability to supply new cus- 
tomers meet more than the 
minimum needs of present custom- 
ers. In that event we plan to use 


or 


part of the time that would other- 
wise have been devoted to commer- 


cials for educational messages to 
the public, advising them how to 
conserve gasoline and furnace oil 


as a patriotic duty in the present 


emergency. The remainder of the 
commercial time may be used for 
recruiting appeals for the Army, 


Navy and Marine Corps, for other 
government appeals, and for other 
purposes of a patriotic nature such 
as the United Service Organizations, 
etc. 

“The educational phase would be 
a continuation of the type of infor- 
mative advertising we have been 
doing in newspapers this summer. 
When the possibility of a gasoline 
and oil shortage became imminent 
result of the government's 
transfer of tankers to Great Britain 
the danger of misunderstanding was 
evident unless the facts of the situ- 
ation were clearly presented to the 


as a 


public. In order to obtain the full 
cooperation of our customers we 
have been using advertising to 


explain the reasons for the shortage 
and to urge various efficiencies in 
car and furnace operation which 
would reduce the needs and thus 
help to offset the reductions in 
shipments of petroleum supplies to 
the Atlantic states.” 

Home and away games of Prince- 
ton University will be broadcast 
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PRESENTS “"" 


surveys showing that half the new 
homes are built in metropolitan areas 
and half in smaller cities and towns: 
2) that 42 per cent of this year's new 
homes will be medium-priced struc- 
tures costing from $3,500 to $5,800: 
3) that one-third of the urban builders 


of nation- 


wide Government 


account for 70 per cent of the new 


urban |-family houses. 


PRESENTS reports on the work 


‘TO SELL The Building Field, SELL American Builder Readers First 


done by AMERI- 


BUILDERS 


BUY 


CAN BUILDER subscribers, showing: 
|) that 60 per cent erect two to five 
different types of structures within a 
year: 2) that the value of buildings 
constructed within a year averages 
$64,107 per subscriber: 3) that these 
subscribers averaged 9.8 new dwell- 
ings each per year. 


PRESENTS important additions 


to available infor- 


mation about building markets and. 
how to sell them profitably. 


Your copy will be sent on request. 


A Simmons-Boardman Publication 
105 W. Adams Street 


CHICAGO 


hee” 


oe 


30 Church Street 


NEW YORK ' 


under commercial sponsorship for 
the first time on the Atlantic list. 
Professional games to be broadcast 
will include those of the Philadel- 
phia Eagies and the Pittsburgh 
Steelers. The major part of the 
schedule will fall during the seven- 
week period from Oct. 4 through 
Nov. 22 although games both earlier 
and later than these dates will be 
broadcast where scheduled. Games 
are being handled on a spot basis 
with some games to be broadcast 
over special networks up to 25 
stations. 

As in previous years announcers 
selected to handle the games will 
be given a period of schooling to 
familiarize them with the new rules 
and develop a uniform style. N. W. 
Ayer & Son is the agency handling 
j}the program. 


Oil Makers to 
Continue Appeals 
for Fuel Saving 


New York, Aug. 7.—The oil in- 
dustry will continue to appeal for 


consumer cooperation in the gaso- 
line shortage on the Eastern Sea- 
board with a third advertisement 


to appear Thursday and Friday of 
next week. The 1,000-line copy will 
run in the same list of 500 news- 
papers which carried the first two 
in the series sponsored by the Dis- 
trict No. 1 Marketing Committee 
for National Defense. 

The third insertion, to be placed 
by J. Stirling Getchell, will play 
up the windshield sticker made 
public today by Petroleum Coordi- 
nator Ickes. Devised by the oil 
industry to encourage motorists to 
voluntarily curtail fuel consump- 
tion, the sticker bears the slogan, 
“I’m using one-third less gasoline,” 
and on the reverse side the follow- 
ing pledge: “In the interests of 
national defense I pledge myself to 


use one-third less gasoline.” Copy 
will suggest that motorists obtain 
the stickers from filling stations 


and will also repeat the “Do’s and 
Don'ts” for motorists by Mr. Ickes. 

Although rationing of gasoline is 
still a definite possibility, the indus- 
try is watching the effect on sales 
of the 7 p. m. to 7 a. m. curfew 
imposed last Sunday. 


NAB Board Delays 
Action on FCC, 


Tax Proposals 


Washington, D. C., Aug. 7.—The 
National Association of Broadcast- 
ers’ board of directors wound up a 
two-day meeting here this after- 
noon after a thorough discussion of 
such pressing problems as the pro- 
posed tax on radio time sales, and 
the Federal Communications Com- 
mission proposal to ban multiple 
ownership of stations within a sin- 
gle area. No action was taken on 
either of these matters. 

Mark Woods, National Broadcast- 
ing Company vice-president, was on 
hand to outline the plan for the 
return of ASCAP music to the net- 
work After hearing his report, 
the NAB board adopted a resolution 
authorizing the NAB executive com- 
mittee “to offer within its discre- 
tion to meet with any negotiators 
on music contracts and to cooper- 
ate with them in devising terms for 
|the use of music which will be as 
widely acceptable as possible.” 

Mr. Woods also revealed that 
NBC has accepted in principle the 
2 per cent discount plan pushed for 
some time by the American Asso- 
ciation of Advertising Agencies. 
Frederic R. Gamble, 4 A’s executive 
secretary, was present to ex- 
plain the system. The NAB board 
listened intently but took no action. 

It was decided to hold the 1942 
convention at Cleveland, May 11-14. 


also 


To N. W. Ayer in Brazil 


Industrias Chimicas  Brasilerias 
“Duperial,” Rio de Janeiro, S. A., 
the amalgamation in Brazil of the 
interests of E. I. du Pont de 
Nemours & Co. and the Imperial 
Chemical Industries, has appointed 


N. W. Ayer & Son, Sao Paulo, to 
handle Duperial advertising in 
Brazil. 


DEFENSE AID 


Uncle Sam's efforts to sell defense bond 
and stamps get a big boost from th 
new Domino cigaret package, the entir: 
reverse side of which is devoted to thy 
Treasury drive. Millions of these Laru 
& Bro. Company, Richmond, Va., pack 
ages will go on the market. Warwick & 
Legler is the agency. 


Tributes Paid 
Publicity Man’‘s 
First Novel 


Hartford, Aug. 7.—George Mai- 
colm-Smith, member of the Trave!- 
Insurance Company publicit 
department, and author of severa| 
outstanding ads in national maga- 
zines, is receiving the plaudits of 
literary critics throughout the cour 
try following his first venture int 
the realm of fiction with “Slight! 
Perfect,” just published by Rando: 
House, New York. 

The novel is an amusing tale of 
an insurance actuary who misplace¢ 
a decimal point, quits his job and 
winds up as a member of a carnival 
troupe. Here he puts his talent 
to work as an incomparable busi- 
ness stimulator. The color and 
humor of strip teasers and freaks 
are deftly interwoven with the 
statistical preciseness of the asso- 
ciate actuary of the Actuarial Con- 
gress of America. 

One of Mr. Malcolm-Smith’s best 
known Travelers ads was entitled, 
“The Greatest Reason in the World” 
and showed two young lovers alon 
on a country railroad station. In 
addition to his writing he also dab- 


ers 


bles in cartooning, turning out 
weekly sketch for The Spectator, 
insurance paper. Before joining 


Travelers in 1929 he was a reporte! 
and cartoonist for the Waterbury 
Republican. 


NOPE! 
RED (deseriptive) brochure (tell: 
ing of our PLAN to help NEW> 
PAPERS sell more LOCAL lin 


We can't send our biz 


age) . not unless you are « 
newspaper man! For erying out 


loud they cost $1.60 each. Thats 
more than your lunch would 
cost. We are almost out of them. 


ll TAKE you to lunch if I «an 
wear the pants Um wearing. |i 
you are a N.PLM.. TH send \ou 


the BIG r. b. . . . providing sou 


a ASK for it: providing you are ; 
= working for a hard man (a pul» € 
® lisher. a tough advertising dire 4 
© tor): providing you arent @& «@ 
= ready selling more local linage ‘ 
5 than they want you to sell. Dont @ 
‘ ask me (1 only write these vids! : 
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® low below. 
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<y Biggest October revenue in history of 
Company. 


: 
e 


Estimated October net paid circulation, 
2,841,938. 


Bonus more than 600,000 over guarantee. 


Highest newsstand percentage, 95.3% — 
continued leadership among all women’s 


media. 
* According to astrology, persons born while the 


Sun is in Libra have a very keen sense of per- 
ception and good objective foresight, which 
results in remarkable powers of COMPARISON. 


| FAWCETT WOMEN’S GROUP 


TRUE CONFESSIONS *« MOTION PICTURE «+ SCREEN LIFE * MOVIE STORY *« ROMANTIC STORY +» HOLLYWOOD 


FAWCETT PUBLICATIONS ° INC 


e CHICAGO LOS ANGELES HOLLYWOOD SAN FRANCISCO e 
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Spectacle Companies 
to Answer Complaint 


The Wisconsin department of 
agriculture and markets has _ set 
Aug. 12 as the date for a hearing 
on a complaint issued against 29 
companies and 16 individuals for 
alleged unfair trade practices in 
the sale of eye glasses. The com- 
plaint charges that advertising rep- 
resentations and statements made 
by the National Optical Stores Com- 
pany and its agents were false and 
misleading. 

The hearing to be held at Apple- 
ton will determine, according to the 
department, whether an order shall 
be issued restraining the respon- 
dents from engaging in unfair meth- 
ods of competition and unfair trade 
practices. 


| New Haven Report 
Business Up 25% 


Retail 25%, 
over 1940 in New Haven, Connecticut, 


business has increased 


and is classified as one of the ten best 
cities in trade increases according to 
Forbes Magazine. In many instances 
the store reports are much higher. 
If you would like to receive a de- 
tailed 


write The New Haven Register, New 


market brochure in color, 


i 


Haven, Connecticut, 


_sssooeerereeeeeeeeeeevre, 


Small-Space Ads. 


Boost Cal-Par 
Sales 400% 


~sssoeorrerermcerrceermhcermhcoermhCormCrmC rere, 


Larger Copy for Health 
Food to Be Tested Next 


Month 


New York, Aug. 7.—Concluding a 
year of consistent promotion in 
small-space newspaper insertions, 
Hood Products Corporation revealed 
this week a 400 per cent sales 
increase during the past six months 
| for Cal-Par health food, with whole- 
sale sales volume for 1941 expected 
to reach $250,000. Distribution has 
|been expanded from three to 95 
|cities throughout the country, and 
|the average monthly sales volume 
lranges from $17,000 to $20,000, 
while the top month before the 
advertising campaign was launched 
| was $4,000. 
| Cal-Par is a wheat germ cereal, 
| fortified with iron, calcium, phos- 
|phorus and Vitamin D, and is sold 
| by Hood Products as a dietary sup- 
|plement in conjunction with the 


ADVERTISING AGE 


seven-day reducing plan of Dr.) 
Edward Parrish, former health 
officer of New York State. Adver- 


tising is directed at women who 
wish to reduce without endangering 
their health. 

The swift rise in sales of Cal-Par 
illustrates the value of consistent 
hammering away at a single theme. 
Cal-Par had been on the market 
for more than 10 years, with dis- 
tribution confined to _ territories 
around New York, Philadelphia and 
Washington, D. C., and promotion 
limited to spot radio, when the 
account was taken over last year 
by Jasper, Lynch & Fishel. Under 
the direction of Alfred P. Zabin, 
agency vice-president, Hood Prod- 
ucts launched a test campaign in 
August in one newspaper in Sche- 
nectady, N. Y. Weekly insertions 
of 85-line copy sold enough Cal-Par 
in the first two weeks to pay for a 
three-month advertising appropria- 
tion. 


Follow Same Pattern 


The same pattern was followed 
|when promotion was extended to 
| Pittsburgh in September, and then 
‘to Miami and Kansas City. With 
expanding distribution, secured by 
| the agency’s merchandising depart- 
ment, newspapers were added to 
the schedule until now several hun- 
dred are being used in the 95 cities. 
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“Thank those at WBBM who make it 
possible for us to obtain such valuable 
information and fun,” pens Leslie 
Winslow, above, of Darlington, Wiscon- 
sin. We wish there were room for his full 
three pages of comment. May we mail 
you a copy? It shows how deep WBBM 
goes into the lives of its listeners. 


CHICAGO 


Owned and operated by Columbia 
Broadcasting System. Represented by 
Radio Sales: New York, Detroit, St. Louis, 
Charlotte, Los Angeles, San Francisco. 


- 


Deer 


‘ 


is a sometimes 


ALtercel — 


Intimate ? Yes, but a customary greeting on many 
letters to WBBM —this time from the farmer at 


the left and the druggist below. In this intimacy 


forgotten sales point. Brief but 


basic. More important today than ever. 


For over a generation WBBM has been a trust- 
worthy companion entertaining over two million 
midwestern families. It has earned their con- 
fidence by carrying no questionable advertising. 
Converted showmanship into friendship. Forged 
mass friendships for companies which few other 


business gestures could have made. 


For nearly a generation WBBM has been Chi- 
cago’s leading station commercially. That's 
hecause WBBM delivers more to advertisers. 
The net result of a generation of keeping faith. 
Basically that is why —year after year since 1925 
—most advertisers seeking America’s second 


market have chosen this single station . . . 


WBBM, Chicago's most effective radio station. 


Dear Friend: 


“Thank whoever is responsible 
for those fine bulletins on 
WBBM drug advertising. From 
the beginning WBBM has been 
a favorite of the people in 
Joliet. It still is, for WBBM 


advertised products 


move 
faster from our shelves than 


all others. Continued success.” 


De Witt S. Stillman, Pres. 
Stillman Drugs, Joliet, 1. 


Throughout the entire campaign, 
copy has remained substantially the 
same, with the only variation in the 
use of illustrations. Captioned 
|“Take Off Ugly Fat,” copy offers a 
method of reducing without drugs, 
exercise, massage or drastic cutting 
|down on food. “Eat plenty” and 
“eat as you usually do” receive 
special emphasis. Under Dr. Par- 


|rish’s plan, as explained in the copy, | 


those who wish to reduce can sub- 
| stitute two teaspoonfuls of Cal-Par 


|lunch, and for breakfast and dinner, 
eat as usual. A 48-page book 
explaining the plan is given with 
the first purchase of Cal-Par. 

According to Mr. Zabin, the suc- 
cess of Cal-Par can be ascribed to 
the fact that it is a “lazy man’s” 
way of reducing, requiring little 
sacrifice of food and no exertion in 
the form of exercise. Since many 
women fear reducing drugs, the fact 
that Cal-Par is a food carries weight 
and Dr. Parrish’s name also has a 
prestige value. 

Once distribution had been estab- 
lished, Hood Products made the first 
variation in the schedule of small- 
space insertions in July. In three 
|cities, 330-line copy featuring a 
“before-and-after” story of a 
| woman who “lost 42 pounds of ugly 
fat in 60 days”’ through the use of 
Cal-Par was tested. Accompanied 
by two illustrations, copy played up 
the Parrish method of reducing 
while “eating plenty.” 


Sales Prove Worth 


According to figures kept by the 
agency, the 330-line copy resulted 
in $6 and $7 sales return for $1 in 
|advertising expenditure, while the 
|return for the 85-line copy was $3 
for the same expenditure. In Boise, 
\Idaho, one insertion of the 330-line 
/copy cost $23 and resulted in $159 
in sales. 

In September, Hood 
will launch 600-line 
/newspapers in three 
turing photographs of a John 
| Powers model and Dr. Parrish, copy 
|will be keyed to the theme, “A 
|model’s figure is her fortune,’ and 
| describe Cal-Par as the recourse of 
|models who over-indulge them- 
selves. 

Testing of larger copy in the fall 
will be acecompanied by an attempt 
to gain distribution for Cal-Par in 
supermarkets and grocery stores. 
Up to now, distribution has been 
;confined to chain and large inde- 
pendent drug stores. 


Products 
insertions in 
cities. Fea- 


in a glass of beverage for their | 


NBC Affiliates 
Delay Contract 
Deal with ASCAP 


New York, Aug. 7.—Formal sign- 
|ing of the contract which will bring 
|ASCAP music back to the Nationa! 
Broadcasting Company  networ! 
Prcten held up this week pending 
|approval of the new terms by inde- 
pendent affiliates. The contra: 
‘embodying the agreement reache | 
|last week will not be signed | 
NBC until the affiliates agree 
refund to the network 2%4 per cent 
of their compensation on netwo 
|business, except in those stat 
where such refunds are prohibite 

It was reported this week thit 
\less than half of NBC’s 234 inde- 
|pendent affiliates had replied 
President Niles Trammell’s wire ar 
that some of the replies had ind- 
|cated disapproval of the propos; 
In 1940, before the rupture betwee 
|} the networks and ASCAP, indec- 
|pendent stations refunded to NBC 
three per cent of their compensi- 
|tion on network business and al 
| paid ASCAP $200 per year for th: 
|}use of music on network sustaining 
and public service programs. Und 
ithe new terms, the $200 yearly fe 
| for the use of ASCAP music < 
inetwork sustaining programs w 
be paid by NBC at the source f 
leach managed and operated and 
affiliated station. 

Other essential points of the ne 
agreement (ADVERTISING AGE, Aus 
|4) are that NBC will pay ASCAP 
|2%4 per cent of network time salt 
| while NBC’s M&O stations will pay 
214 per cent on local and nationa! 
spot business. On local sustaining 
| programs, NBC’s M&O stations will 
pay ASCAP the following fees: if 
the net receipts of the station from 
local business are over $150,000 
twelve times the station’s half-hou: 
rate; if between $50,000 and $150,000, 
, twelve times the quarter-hour raté 
| Stations earning less than $50,000 
yearly would pay a_-= sustaining 
license fee of $12 per year. 


Gordon M. Ibbetson, former Mid- 
western district manager for the 
|Wheatena Corporation, has joined 
Harley F. Jones Company, Chicago, 
manufacturers representative, iS 
sales manager. 


(See 


Esquire’s ad on page 
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$1,770,000,000 


In Direct Defense Awards For 
Philadelphia District 


x * * 


Poy ae 


: PEAKING of defense orders—almost everybody is do- 
ing it. But in the Philadelphia district, the “Arsenal of 
; America”, the industrial expansion simply staggers belief. 


Direct defense awards already exceed $1,770,000,000 
and even this is only the beginning. Still more orders 
are coming to flood, jam, pack and load Philadelphia 
industries. In no previous year has there been such a 
surge of defense-stimulated activity. The business pace 
of 1929 has been far out-stripped. Try to realize the 
reality of this prodigious production of ships, munitions 


and supplies! Be sure vour Philadelphia advertising is 


adequate. 


x * * 


Inquirer is FIRST in Philadelphia 


There is no substitute for selling Of course vou know that the Philadelphia Mar- 
ket does not stop at the municipal boundaries. 
You want city circulation, of course. But is 
that all vou want? For instance, one of the 
many busy cities in the Philadelphia district 
in which The Inquirer circulates is the city of 


women, as family purchasing agents, 
power. The Inquirer is Philadel phia’s buy most of the consumer products 


greatest selling medium . . . first in advertised: and The Inquirer’s twelve- 


advertising volume for more than 
seven years. The Inquirer leads in 
department store and women’s spe- 
cialty shop advertising. This is of 


interest to most advertisers because 


year leadership in classified advertis- 
ing shows that the people them- 
selves, as well as advertising techni- 
cians, know that The Inquirer is 


Number One in Philadelphia. 


BRIDGETON, NEW JERSEY 


Bridgeton is located 13 miles south of Phila- 
delphia which is the nearest large city . 

Population 15,931. Principal Industries: Glass 
products, machine parts, dyes, textiles. Ma- 
chines and cloth goods are being made by 
Bridgeton industries for the National Defense 
Commission, Six different firms share in the 
preparedness awards which now total $313,721. 


The Philadelphia Anguirer 


For 112 Years a Philadelphia Institution 


DAILY circulation exceeds 400,000 


SUNDAY circulation exceeds 1,000,000 
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August 11, 1941 


Five Reprints From The 
Washington Post in One 


Congressional Record 


‘Lae WASHINGTON POST is often called “Official 
Washington's breakfast newspaper.” Striking con- 
firmation of the phrase came on Monday, July 21, in 


Congress and at a State Department press conference. 


In Congress, a Washington Post editorial and four 
articles by Post columnists - Barnet Nover, Ernest 
Lindley, Walter Lippmann and Mark Sullivan -were 


reprinted in one single day's Congressional Record. 


At the State Department, the Acting Secretary of 
State, Sumner Welles, adopted as his own statement 
the editorial, "Tool of the Axis,” from Monday's Wash- 
ington Post... Much as the President several years 
ago adopted another Post editorial as an expression 


of his views on foreign policy. 


Government officials feel that they must read The 
Washington Post because of its complete news re- 


porting, its vigorous but fair editorial page, its many 


brilliant columnists. 


Advertisers with institutional messages to address 
¢ to official Washington will find The Washington Post 
_.. the perfect medium. The rate is $658.80 per page. 


THE WASHINGTON POST 


Represented by Osborn, Scolaro, Meeker & Co. in New York, Chicago, 
Detroit, and St. Louis, and by George D. Close, Inc., on the Pacific Coast 
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Dairy Interests 
Map War on 
Oleo Makers 


Injunction, Pressure on 
Congress Considered 
as Weapons 


Chicago, Aug. 7.—Dairy interests, 
considerably perturbed by adminis- 
tration moves to stimulate increased 
consumption of oleomargarine, met 
'in closed session here today to map 
a program for strengthening butter’s 
position on the national dinner 
|'table. The focal point of attack is 
the new oleomargarine' standard 
recently established by Paul V. Mc- 
Nutt, FSA administrator, which 
allows margarine makers to add to 
their product flavoring and coloring | 
materials, which will make it taste | 
and look like butter, and vitamin A | 
| and lecithin, the latter product | 
making it more efficient for pan) 
frying purposes. This standard goes | 
‘into effect Sept. 6. 

Although not on the agenda of 
today’s session, the interests repre- 
|sented had a far more than passing | 
interest in the American Dairy | 
Association’s $400,000 advertising | 
program for promoting dairy prod- 
ucts, announced last week (ADVER- | 
TISING AGE, Aug. 4). In fact, in 
view of the proposal of the mar- 
garine makers (ADVERTISING AGE, 
Aug. 4) to launch a promotion drive 
involving an expenditure some- 
where between $500,000 and $1,500,- 
000 there is a possibility that the 
ADA may enlist still more state 
dairy groups in its campaign, a 
move which would in turn expand 
its war chest considerably. Among | 
those attending today’s meeting was 
Owen M. Richards, general man- 
ager and director of advertising for 
the ADA. 


May Ask Injunction 


One of the weapons considered 
by the committee is an injunction 


to halt enforcement of McNutt’s 
|ruling. But probably the most 
potent device in the dairy armory 


is that well-tried practice of writing 
to congressmen. The farm bloc in 
Congress has a way of winning its 
objectives, especially when the con- 
stituents back home, in this case the 
farmers who milk cows, take down 


their stub pencils from the clock 
shelf and pen penny postcards to 
Washington, D. C. 

But the dairymen are sold on 
| advertising, too. The Iowa Dairy 
Industry Commission, for instance, 


has boosted its advertising budget 
this year from $40,000 to $60,000, 
one-third of which is to be spent 


in Iowa and all of which is to be 
handled by the American Dairy 
Association. During the past two 
years the commission has _ put 


$30,000 into the hands of the Cool- 
idge Advertising Company, Des 
Moines, each year for promotion 
| purposes. It is possible that $10,000 
will still be spent through an Iowa 
agency this year for sport broad- 
casts over Stations KRNT and WMT 
and for promotion work at cooking 
schools. The $20,000 to be spent in 
the state by the ADA will be used 
in newspapers, on outdoor posters 
and over the radio. 

Heading the committee 
met here today is Ralph Ammon, 
Wisconsin director of agriculture. 
Other problems considered by the 
committee included the matter of 
supplying increased quantities of 
butter, cheese and evaporated milk 
under the lend-lease law, for trans- 
portation to England. 


Mail Order Houses Lose 


The mail order use 
Sears, Roebuck & Co. and Mont- 
gomery Ward & Co., in which the 
companies sought to have the Iowa 
tax declared unconstitutional, came 
to an end in the lowa supreme court 
at Des Moines when the court 
refused to reopen the suits. The 
United States Supreme Court ruled 
last winter that the mail order firms 
should collect the two per cent use 
tax on goods sold to Iowa cus- 
tomers. 


which 


tax cases of 


| tion, 


BIG LOAD 


Frankie Dee, mascot for Schenley Dis- 
tillers Corporation, is wrestling with e 
mammoth glass replica of a Schenley 
gin bottle, one of the display pieces of 
the company's current point-of-sale mer. 
chandising campaign. 


‘Milk, Ice Cream 
Can Makers Hit 
in FTC Complaint 


Washington, D. C., Aug. 7.—Nine 
manufacturing corporations in the 
milk and ice cream can industry, the 
Milk and Ice Cream Can Institute, 
Cleveland, a trade association, and 
D. S. Hunter & Associates, Cleve- 
land, a promoting and organizing 
group, have been charged with un- 
fair practices in restraint of trade 
in a complaint issued by the Federal 


| Trade Commission. 


Besides suppressing competi- 
the group also is charged with 
having cooperatively made and an- 
nounced prices under a “freight 
equalization plan” in such a way 
that the delivered cost of their 
products to a purchaser is the same 
regardless from whom the purchase 
is made or from which producing 
point the goods purchased are ship- 
ped. Under this plan, too, it is 
claimed that price uniformity was 
maintained through exchange of in- 
formation on each sales transaction 

The complaint further alleges 
that the respondents, by mutual! 
agreement, standardize their prod- 
ucts independently of and beyond 
any federal or state government re- 
quirements in order to eliminate 
competition in the attractiveness of 
their products to buyers and 
operatively promote uniformity of 
design and pattern in their products. 


co- 


Ideal for 
Emergency 
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ow big are the big leagues ? 


ding 
FOR YEARS, major league baseball has been estab- ever before have read the pages of any magazine! "Scientifically established and reported by LIFE’s Continuing 
lished solidly as the great, the classic American . : . Study of Magazine Audiences. Latest audience totals, from 
port . LIFE comes by this unique audience-pulling power Report No. 4: li 
honestly: 0 I a a 
Attracting each year its millions of loyal, enthusi- p ; — ., + fant LIBERTY . . . . - - + + + + + + 12,900,000 ae 
> ‘ > > y AcaTf -. 
tic fans... resenting, 1 uminating, interpre ing our as a ee a a a 
j moving world in a vivid way that millions like, SATEVEPOST ....... .. . . 13,050,000 ay 


‘But, high as their popular standing is, it takes understand, absorb . . . 


, € two big leagues together—American and Na- Prompting millions to pass on to other millions < 
' “onal two seasons to attract as many people as this publication they find so uniquely fascinat- i 
LIFE Magazine attracts each week... ing, enlightening, stimulating. 
a total audience of more than 20,000,000 Advertisers have been quick to realize that this 


men, women, and young people!* huge, inquiring audience constitutes the most potent 
5 : market in America. 


™ 
‘hat's how big LIFE’s drawing power is—so big That is why LIFE now carries more pages of con- 
“at LIFE is read each week by more people than sumer goods advertising than any other magazine! 


e f . L r ou 3 Meee ed a aiel tap ae 7 Wt iv Tm a 
. i * i , , ae “te 3 . —- . Ps . 4 ae i ve et iy : ny ae ie, er ie: at Bee a Pe at -3 : Ee, oy i : “ he as i on 
iver : ot 7 
— = —, a « 
- * ay ~ . 4 ae ot 
; as ‘ioemelait : eae Re nae Z i on dae E 3 a2 oe . aw na se i er A aa Be al - y ae 4 : el "7 7 ” 4 : 
. - in ae i ae gaits * Tip Se 2s ites Wie ae” 5 a = a ii ie & if Pe es | pate “~~ tt “5 7 _ a _ 4 ; 
os eee eee ae: a ee ee ae a2 ee 2. 5-3 YY ee : : > fers — F ee a 
| a SS se ae: me. a Me Tey 2 re ae es a ee rs t ie oi sin; > : aes. a 
ree ee ee ee ee es SS ae a et i EE Ra , a 
ee: ee § Ae ee ~ — ll ee ree eS STL E REE ra ' — 
a paola ; Ba a cu a a Be ek ieee We Pa j i ce ‘ rae TERE i we pele we citi _ a 7 att cr ie ae. ee Be a J PT eee : 7 ' ’ e 
ee. . — Ja Se el ee ee OD) er wee, | EE i ae 
4 Pe pose Cen a aa oo 8 Ee ee cere ota ag ca ee Zee hee is, cae ee Soe ee ‘eek es ; ;. * vs idl ee ay at 7 , . es 
ee ee oe ee Pid ee ag aay ee ee aa aie Ba Ge 4s ety, : pale eat ee ate eS i 
‘ a ee es : a ai {Sauer eee aaa: + ia ae I eer ee es hh Sia ee oe en ars ” oe a Fs 4 
ees ee tr eS oe ee an <— ; a. ; : ie : : Beha aye li) oe = 2. ee Ng te ° a ae C7 a. ae ke “pe a 
. ee a. GN ree 5; ee Eee Chee. ee es Pegi bet holo aoe ae ee 2: ae ‘ener ee tos » ia = ea og fe nmi io ye st 
<- seers a ct i oe ee eee oe SL OG i So Oe aah i eek Sammon aa. trian ae * cae RTE IT ee coe 
z a 2 r + me , 6 Aa s ie ne ae ee i a — Lane | Pa , ‘ag ieee Bees a 9 ad 4 ae 
’ : . 3 he + a ree ogg 624 > ee hes J . 
J . * tet ‘ ey oe oe ‘ mee ion i a, % , “ em - <r ee ae ae a <a * i 2 
. OF ‘ft 7 Pear Peed: OS eo — Aan eS eae le See ee S| oe ee fy 
z i ee ie er ee . bad e " ues ae eats ee ge Be ay a ae am a ah ae: oe sedegee. tr ae. ae ike ate een 
Pome ee Se ee ie Rg a te eae OS eas Oe” ea ee See 8 ee _ 
‘ 4 ue “Fe hee ete | ed lek Seana ts - “SE ee, eee Oe ate Ailes: ei pi ieee meh Hie * eee 
“mp te ot ar ee | apenas Wr eta ee «Bee. a ooo ath: ; +4 
: WR carat Go kee oe May apt bo Mey ae ae ee = 
‘ a ‘or Ps Fi 2% ‘ a4 5 a 7 a3 ce ate a) * er om peg A oie at ‘o ; gs ww gee = io > : Se Re 
+ % - - oy a‘ '- o 8% 5] ’ Arte. ee fit +! is ee «2 - ae) Oe cy ag At : gee een. - eg «i i @ a ae Ma . vO : Den 
; . . ¢ : : te | +2 walt a! : wey, ~~. we. te 8 ne QA i S . «f° ees) ae : aS 
a. i viet ’ Me +4 Ot, oth a; atthe, echt 2% ae e@iasnt & 3 ALE ee OR MR "Na Ca: ene a 
YY. es ° : 4 eat vue ‘ oie ’ A “s ar et PP i. hee Ee tt St as Ae Wert. eS ERY ate, fee. Bin 
: a” « “9°? A . ‘, = " é r ‘ * Ech e eee ~ E42 4% - Aes 1 aie, 7 : es » ae eo pit Pal - Lee 7 - 
3... wit Rageltat, ee Oey Oa es ee Ee ay ne nm tie ho tate ig Cac GINS, ae Fs ee 
. nt as + 2 the wht as t y com ; ' es ;* * ae 4 F + When Be Es Sea hs 5 EE | * Ferre * eee 
‘ - . at a = oe ~ “ ‘ ’ a ct - aa 3 2 ~~ a > "5 é 7* s¢ 4, Pte a ne ut «4 -: + SS - oe bad ape 
as os Sry ee sae ee =. os Z 3a a. 8 . Po ae ¥ te ; ‘ a o 
as eM 4 ee ae mS © ‘ ‘ a ; — < .7 . ’ Pe ae ee Polke “De \ oo 
” 3 7m, * eX Jee | nl “. %. Pig. doing ie 4 aie: . 2 Dh, 24 A) Ge es Me nay ur’ * re 4 ria’ ae A Bs ‘7 a 
a f. “fete of. Vag oR, ig ee — 34f >* m4 9S ; x ae Bs bee x 4s qi’ 4 . 7) ry i oro 
5 | EP NES ho 2, eta thee te Se eS SED re Wea en ae of 
; . —< ba > al k aoe etre . © a te eid Cites J .* i. é y 5 swe . 7 < X ’ a. s 
, . ; ~ ; , =e F, } > =F) wet tn oe ae a, an « - m8.) ‘ ' oo). an 
> _ . Ww is . - = ™ ‘icy ; me = bh re? rr s Gs i end 
q : S : ~ he a 4 ‘lai 
mis > \ 1 : ' pa a ; ' ‘ wipe 7 7 RN . 
; a - : ¢ ; ee - 4 i i } : c | sia ee 
4 oa ee er ey bit as -* : iz i Soe s : aa _ ae ‘ » 7 - iar ae 
q alae neat a Hage TEE eet “4 ~ = eat ee ae .: Pi ga 7. a ‘ial a ‘ 
ae — oe tee a ees 2 ete 6S LL ee ee 
: Ber, Rican a ae gs ee ie eee ; 7 Sen ' a a 
: aillas — , ted . yey aie oe A EY — 6 
_ : - 7 _. € a ola a taal ae Se : ye . Fade ' 
. - a om a ga me ei ae "ee Eee =f Salim - Mae 
a , 7 f aL. iF 5 a ce ae oe oe ‘4 ie ie ee ; i 4 = Bibi ies’:. “5 2 s 
aa ian a - he ene a ail amas is ee ae ae 
a 7. as — he iene ey 
a Ba —_ : ro = : ay ae : 
ane . Pan Tt ee We oom: a. 
ii ; vigil ay Perea, we ih ne ye aaa 
. | geet “een Xe tel ae ok ee. 7 ae <= 
oa = i ee PUR a, ee. ® ae 2. Se + = a re ees a! Pu . lee = ‘ 
» J Bei: — ee cx : 3 5 ia Sg emg its —— “?o. i es cia are ee hi ee ys st eee a rua Pm E: Pose gly “i B AY, age BP hed ue 
; ae i ; 4 eee ee ae ae ee ai iN Met as a a Seas | Creer ge ae, others ge vag te “4 . ey ad Rye. ; Royse gare 
' 4 nes ae ae Pontes =. a: ae oon: OF igi di , Fede eee. a Ea Te pee: oe, oe) ay ee ll oe 29 ‘ : Le sas ips ry sh 8 ae 
. — ae ee a ee ee RR Ce ORF A PE at eb ET as RD ng MPVS, a 
‘ee = d Ae : a, * ‘ ae ae pet ss i . ' ais é . aa f i. , och 4, ‘ : a 
ie Fi yee ~ pe ‘oy a: a - ; ee res ise ess es xe a + ey ur ge Se, ee Ais a a | ies Gh: “Fy ey Me * ues we ty ns 4 ? “ne . ae aie’. 
RN COR CL et) ee ee LV BVT Re Pe ee eet he Bide 
: ee PR ae ee a are ot: a ae uore | Fe da By A ee A ae “: rete he * Tee tht TSG tle: os seat > ney Me er? = ye 
. “A ae! ?: Cutt © eae 2 7 a3 Tues ‘7 2B wg alo? Saree Magis Ot Tan ¥ wigs: te ere sate ‘ ceLsoe' alt: ae Oe ee oe 7 , cael” ” = _ . sae 
iaate fi, 7 ghey’: 4 ’ 4% bat oe wag ™ by « ane ” eh, ¥ ‘ - x. Rogen. 7* 3 ‘ que Riegee 
. He va ‘ F L ae .. . 4 . bed a . OF eA - « oe” b r ua f % . aie tats a ——— 
- Vie | es a ¥ ’ Ee ‘a wt et AOS Chad ae Ween a dial Vie. . — 
EP ee ae A ee 3 2 ‘ 0 of ERP Jo ai” 23. ees tee ‘x34 siigles 4 e8 u oe ee et a Sah ® rn a “s * -" ; 
Oe a ensue oy Le! at es : aka. ion BES RAP Be ALS Cheats os eke ae pe a 
— ae ) : tel OR, UG Sine Ae, aimee ge. AT Ay Dea : a es 3 
’ J Sl ‘ fe aah + ba? a: es, tf ‘ Ld aes ‘> m ‘ ~ eg Re ey , *. a apna AR dls 8 Ne : hg 
. > ; yr ae A : * ae oN, og : : a ee aT ee) 4 i.) an sg +: nell e : oP , a? ee ing 
3 * i ; - * . * ~. &, "te ® ry ‘ é , Awd £ ; + 4 nal WaeT ran) - wae saeco ei 7. w im 
; re / » ; ~~ et my * Be " ie re a _* = 4 asm # . “ ; oe 
a : ewe %, . P bs) «Se ' “tax —. < : bd ty vy 4 ; or ae id 
$ . 3 y ~» 3 S % , nN ie a P 0 ll a pA aug? As 
7. FS “5 & A: : ‘ Pes A : baa: a re " — ee wie : 
; ; i. ut va 9. , ~ * ee 2 . } “sy Po aie ie “ see F en dese tt Pe ae ee ; Ne Ps wr og ia, * a ‘ah . —- is 
> = - ee J re cz 3 cy) : val } \e : a in aye ne Sgt re. eet) rare. sy me bss 4 es : 
p to > id : ee * P44: \ 7 oe ‘ ; : , ae ee ae lene 4 be a3 ot Re ; at fag * a ee ws - “ a, ee | : y x a es 
, : Ne oA r i GE ee a ee - Ay, agi — 
. . ° * : , ee see gre ny ee Ye rene ek eo rg Re: Fe 
ee ‘ | et ne ee ” pga, Dame oh Sammeiee Sap ; X, zt 3 a7 
, / ie ae ee BBs} eek Sa 4 ee 7 i sh Sir « . na % ae 
eo. al ate Oe a ioe Smee ascrti ee ae Pe hes a ae ‘ Re ‘ i ie Sa cs ae 
o om , 7 tO 7 cae bo ied al a etn * rs , ae it aS: ~ istwiite inp a » ©. ee: 
- + oe ie ann eee ts ee eee de | . : = . 
ge ‘ Re Oe ? . * ds TS ee ee rt ae Feo ten Ma ‘ pt, SE ee oe... Bap ete, 7 ae 3 
‘es : Pr Me ee ae Se hee Sa 3) uae Re oe re PR ae 1 * ie a ee Var eee 7 Bes a 
; “ sie og sm ‘ ay ” inthe: s +70 a ont toad . be bier 62h a Sheen ah. i oe ‘ei eee 
i eke “st ty alk Pilar 7 ., 1 ag a: eS ee, . P ae ia aie rs & ~ » 7 " 
A é: ey ae? te R 2 m oka aot : 2  -. A o%, eu : ae dil nt 5 ees or, * -* a rd r ? Bi “Bg eo 
ll Ne oleae ae Pew. ee Be. A gy neem ee . \ i LOE oS ee . —_— 
‘ me. : - As ti bh ee ie ee ee . a lage 8 ao a ‘ : — , ie a ee ih oa io 
re ae i ofige i a 5 te st ye Ree are my ve. qe it; a rl ae a Bt : OL ae, Pan, ci ae te ae i} P-L Ny al ; y ry oy 
3 ' 4 et RN , Bey ; wet Goes PF. 4 be ge PS » ah ae + Tae ot ae ie ee A Meee ae 
‘ Leer, ees LO ME a ON Oe es” ee lac Pima. wet. + gga ¥ (oe * ie “ ' i 
a. ee ene OU Ry aaa ., SE SP re ee ae “poe ez, g > ae 
r su? % ; ei * ap oie - he oe ee RG on a Pa ? ant ae ae F — > ad , Suet te on, ; a ae ae he 
actin ok MONS Matix” SOR ie sate. tates iin all oe oe er ee i ‘ > an pe en “oa 
ee ee!’ oe ee | , a Rae 
Vesa MEAG a Ss ‘ - ir ‘ tt be 3 Gia <j ; ae i See ee. 
| ane gens” > le Saree . ; oY og ij «ee ‘ ees ae 6 ee ee ie: es a ain se —. is 
ot ale ‘ Tues 7 , ——_ Pee Ye a: Se 8 a is a cy ig: ia “Si 
on ; en. bo i Powe ' _ oa, 4 ia cme? At ys cs oe are) ae ey : cecil Od y ~ s eis — ir $s ing 4 soe a ; 4 — ‘ eg * 
J * 4 Re a. ee a ‘ a a ' : . a 
: 4 { : “doen “a ? a fio ei . a at a /, ae pli . oi © lai i ie se ae 
Ne — ne peat _ ‘ ae ee i a eS. ci. fer a, ta oe . — 
i , : ‘ - ~ - x: Oe het ee ig SS gers a rieenithe ee Bee as Sighs i. aie tga Pavers eke 
es Te — ' ae er. a SO ER ry ee. gis ie. 8 
if a er > "og ee, AE ae ys Pe Cees. ee eS eee | | ele oa, 2 
>. ne : —F bs rs sie eae ie “ a ; . ag ener a ae ees ae ae 2 — [a aS. 
aaa ll ae 4 * ig ag : 2 Cie caged aces an. we, cine ere TR, ig i Pe Pm : et ae eee oe sa =o ae 
ES SA SNE GR + 2 Simm NN SM Se ce ee % a ) . ae ae 
EEG fo GRR a ee ee ee Oe a : : | oil 
ee 4 a ' a a ee (a at; led Fc fa © - eae ae ae ¥ att! e a _ Pt Pal com mae Se ele o. ae ua fs Me mr + ae grains ane Seem . ; ; 2 
é > a tt >) pak i ail a ae fae ile TOT be Mee cin, Yale es ee ana ee ee fo? vs oe ee, > aren ; : 
~. PM | een linge ek Sam eae i i Maer i Oe ae Ce ia 5 ee eg ae iw -- - — 
ees ~~... eae ek ae es. Be ae 2%. ee — het ME a s fie de Phi ele E a . 4 
ot nde il 4 <, iad aa Sin ac, oe See ee ee pete a ete Re Me ie ae ae i ae in bE aie” Saat ieee oe TF esi hie _ 
“ ;, eee oo a ee : et Sc 3 tard bo Meee Lt er ere eB OP ee oe Pe aS a ay. ee — 
; + hea an “4 io — i “ao as 1) _* - : atte ie hig 2 Soe on ae dave pe A a ar Any PORE: ae a | i” ~« oe hig ae gern ahha 
— he eae . ii I eS ee ee ce a a ae 8 OP oe eh i Me ie ae nal glial we, fe 4 ‘ ee aug et v ¥ ee iy i ee eat J ate 2 Ee ee ne 
ae ax: , Ayr er a a * ~ og gies Sie tsi aa ag ie Cd <i nee : ie ae ie Me) By on ‘ i bs mos e te <i godt ota i ae ire +a ae a are 
< Xs Meal, Ts EC EE ee ee Sgt gem te + Is ME roms. ¢ Ry MS et ay er eee i Cid oe 
7s 
“a s E hi 
| . sth ad 
’ ae 
“s nd 
ine et 
e es 
s a 
: - 
a 
neue 
Vion, ZW. 
: WAS y <a sh 
—- rs 2 coh pe ae 
ez. *, Gt sy 
.. 
ae 
2 Bid 
Sa OS thin bin ho ie i Agee een aie as oe. ‘ % rs , a eee lag a. Ol a eee ‘dep a. aa 4 34 , 2 . . , : . gente ae 
Ree og: eee Me ae Oe ee AS ees Ta ee ee ee i kee 5 eee pre oy cy ase as Br as thee ae er as ee ye . 
eet Pe an, ee 3 x ' > as Lag ae 7 4 — -- Pee ie pees hee ed ae) ; : “ a = or , s eI Pid, ay as 2 . 
ee ae alt th =p awe eg Sea tyne? ee, ea hae ap SE te ae * ee ee a Cle ee 
oe Lars Pao ee Ce, thie ees |S Sener ied gre ae ye ig em dag ge Pit Se ake ieee | et ee 6s ea 
—- ee i, ai Te Ran ae ae BN ee en IS, EE OR ME Bag Rigen a gt S ae 


10 


ADVERTISING AGE 


August 11, 194) 


Supports NRDGA Drive 


Meyer Both Company, New York, 
has released a special brochure to 
4,000 newspaper clients, in coopera- 
tion with the Retailers for Defense 
campaign of the National Retail Dry 
Goods Association. The brochure 
explains the campaign and provides 
a detailed plan for participation by 
newspapers and stores. 


Adds Becthie, Deadinn 


Dewey Bertke, formerly with 
Gardner Advertising Company, St. 
Louis, has been named art director 
and Robert Denning, formerly with 
Blackett - Sample - Hummert, Chi- 


cago, has been appointed produc- 
tion director of Sherman & Mar- 
quette, Chicago. 


BUSINESS PAPER ADVERTISERS 


Where—When—How Much 
Your Competitors Advertised 


BRAD-VERN’S REPORTS 


135-21 Union Tnpk., Flushing, N. Y. 


FCC, Radio Law 
Changes Sought 
in Second Bill 


Louisiana Congressman 
Plans to Push Consider- 
ation of Measure 


Washington, D. C., Aug. 5.—For 
the second time within a_ week, 
Congress received today a bill call- 
ing for reorganization of the Fed- 
eral Communications Commission 
and for extensive changes in pres- 
ent radio law. The latest proposal, 
|offered by Rep. Jared Y. Sanders, 
Jr., of Louisiana, is similar in many 
respects to the bill introduced in the 
Senate last Thursday by Sen. Wal- 
lace H. White, Jr., of Maine. 

The Sanders bill follows the White 


| ties. 


bill in urging that FCC be apy into 
two divisions, one for private and 
one for public communication facili- 
It also resembles the Senate 
version in recommending changes 
in FCC procedure and more clearly 
defining interests and rights of 


|licensees and applicants. 


Rep. Sanders’ bill departs from 
the White proposal by asking FCC 
to investigate the desirability of 
new legislation governing licensing 
of stations and networks. This 
inquiry would cover contractual 


relations, qualifications of licensees, 
number of services provided by net- 


works, and network licensing. FCC 
would be required to report its 
recommendations to Congress by 
Jan. 1, 1942. 
Seeks Immediate Action 
Mr. Sanders, who is a member 
of the House Interstate Commerce 


Committee to which his bill was 
referred, said that he would press 
for consideration of his proposal in 
an effort to direct the attention of 
Congress to current radio problems. 


He declared it to be his “firm con- 
viction” that Congress itself should 
“fix policy and the Commission 
administer the details.” 

The Louisiana congressman ad- 
mitted that FCC hearings on news- 
paper ownership of radio facilities 
inspired his bill, by demonstrating 
the necessity of focussing Congres- 
sional attention on radio legislation 
and regulation. “Congress should 
re-examine the whole subject mat- 
ter and that is why I am introduc- 
ing this legislation,” he said. 

“The question of mnewspaper- 
owned stations is very fundamental. 
It raises the question of whether a 
man in one line of business may go 
into another. The policy involves 
more than newspapers. It even 
involves the question of lawyers, 
ministers and others going into the 
radio business.” 


Drops Mobile Paper 

After Oct. 
pany, New York, will no longer 
represent the Press-Register, 
bile, Ala. 


Mary Margaret McBride 


TO BROADCAST OVER WEAF 


Her well-known participation-program for 
women will go on the air September 2,1941— 
will be broadcast to the world’s richest mar- 
ket, Mondays through Fridays, 1 to 1:45 p.m. 


For nearly seven years. Mary Margaret McBride’s 


45-minute radio feature has been outstanding 


in the New York market. 


To advertisers. as 


well as audiences, Miss McBride has endeared 


herself. And she has built an enormous follow- 


Ing among 


wome 


n who buy. in amazing 


quantities, the products she recommends. 


ighe, Pae ee 


x 
f , tee = 


Now, with WEAF’s impact of 50.000 watts 


delivered the Salt Water Way to America’s 


richest market, Mary Margaret Me Bride's 


S pro- 


grams can reach bigger audiences than ever 


—can show bigger results 


than ever to adver- 


tisers who know the sales power of a woman 


speaking to women about 


W rite or telephone today for complete details. 


SPOT Sales Offices ; 


their products! 


| 
NEW YORK CLEVELAND 
\ CHICAGO DENVER 
(= FRANCISCO HOLLYWOOD 
( soston PITTSBURGH 


1 Kelly-Smith Com- | 
Mo- | 


Radio, Magazines, 
Posters on List 
for Coffee Bureau 


New York, Aug. 7.—With an in- 
crease of 30 per cent in its adver. 
tising appropriation, Pan-American 
Coffee Bureau next fall will launch 
a campaign in network and spot 
radio, magazines and outdoor post. 
ers, with the spearhead of the drive 


the series starring Mrs. Eleanor 
Roosevelt on the NBC Blue net- 
work. The budget for the 1940-4] 


promotion exceeded $600,000. 
The magazine campaign, to break 


in late September, will be built 


around the theme, “Get More (yt 
of Life with Coffee,” with the sub- 
theme, “The Americas’ Favo: ite 
Drink.” Backed by research show- 


ing that 97 per cent of the popula- 
tion is not allergic to coffee, ‘he 
Bureau will promote coffee a: a 
good drink with copy featuring tves- 
timonials from leading figures in 


| Hollywood, sports, society and busi- 


half pages in two colors are sch: 


‘will 


ness on how coffee has helped them 
Full pages in four colors, 


uled to appear in the Ameri 
Magazine, Country Gentleman, L fe, 
Look, The Saturday Evening FP: 
and True Story, among others w! 
may be added to the schedule. 

Spot radio will be used throuch- 
out the winter in various urban 
communities and outdoor posters 
will be employed near key popula- 
tion centers. 

Beginning Sept. 28, Mrs. Roose- 
velt will be aired over 123 NBC 
Blue stations. Buchanan & Co 
the agency. 


G-E Launches ~—— Drive 


The heating device section of 
General Electric Company, Bridge- 
port, Conn., has scheduled a new 
series of advertisements in Life 
Two insertions are scheduled fo: 
August on G-E irons, and a full 
page in September will announce 
the new G-E Aluron, which may 
be used with or without steam 
Toasters and other heating devices 
be included in four other 
advertisements scheduled for Octo- 
ber and November. 


Outdoor for “Plug-Chek” 


The Electric Auto-Lite Company, 
Toledo, will continue the use of 
outdoor posters for its “Plug-Chek 
campaign this fall. Approximately 
4,000 boards will be used, marking 
the first time Auto-Lite has em- 
ployed outdoor advertising in the 
fall. Ruthrauff & Ryan, Detroi! 
the agency. 


Gets Jewelry Account 
Ostby & Barton Company, Provi- 
dence jewelry manufacturer, has 
reappointed Lanpher & Schonfarber, 
Providence, as advertising agency 


“MEET THE PEOPLE" 


e% 

s 

If you think selling direct mai! \s o °° 
note the grim expression on ou: Mr. 
Wolfe’s face, and think again! Bob #8 ° 
attenuated, mustachioed young gen! i 
began his career in retail yn 


then switched to writing poignant co" 
tising dramas for the daytme 
trade. He joined the Buckley-! 
as a copywriter, from which posite” 


later stepped up (or down, a ording 
where you sit) into the ranks of com” 
men, where he serves severs! impo” 
clients. 
. . . 

Consult us now about your Fall a 
Winter merchandising plans. “et t a 
you make the most of exis!ing we 
conditions, whether favorable °F oo 
Think of us, too, in connection wit a 
printing needs, in either offset es - 
press. Call MONroe 6100 for spect 


7 
and prices. Buckley. Demen! © 
1300 Jackson Boulevard, Chica9® 
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Here’s an offer to every magazine adver- 
tiser — big or little, color-pager or black- 
and-whiter. 


Put your magazine dollars into THIs 
WEEK, and you'll get more than a magazine 
campaign. You'll get an extra ingredient 
that turns magazine ads into local sales. 


That ingredient is the “Sth Color in 
Magazine Advertising”—the local color of 
23 great Sunday* newspapers, added onto 
the coast-to-coast power of THIS WEEK 
MAGAZINE. 


It’s the ingredient that makes the public 
shop through your magazine ads. Because 
the Sunday paper’s the favorite place to 
shop. 


It’s the ingredient that makes the trade 
play ball with your magazine campaign. 
Because they know the sales power of 
their own Sunday paper. 


CN OF 


Iv’s the ingredient that makes your 
magazine ads follow your salesmen into 
their busiest markets. For this method of 
circulating through newspapers puts the 
bulk of Tuts WEEK’s 6 million copies into 
America’s 23 key markets. And covers 
those markets as thoroughly as the next 
4. weeklies, or the top 4 women’s maga- 
zines combined. 


Try this special offer on your Fall drive. 
Buy THis WEEK MAGAZINE, and get that 
“Sth Color”, free. In fact, at the lowest full- 
color rate per thousand of any magazine. 
*Week-end edition in Chicago 


) 


] 
| 


THIS 
WEEK 


SELLS THE 


peers: otis 


10 MAGAZINE 
ADVERTISERS | 


KEY NIARKETS 


t / a * % 
a. 
> ye. Be 
} ee ee 
= aw & 
5 . 
| oa 
a aye “4 
7 <i 
+ Z = 
a » ; . a 
vat , ee } .~ 2 
, a ‘ oe . 
wo i Ww 7 ae. 
: ~ if ti me ae 
3 ; e + // ee ae ga 
' re F a x *. t/ eo a 
' if : es 133 ae ri * ai 
é oo” - /}}] ‘ ee rea 
at é : 7, j 7 eae 
rN : ~ » a j Se 
. ‘ ‘ f\y y] es a 
es * re K ay 7 /t / rn. —— “5 ; | : iis 
re 5 hs ea | ae eee 
: ‘ = - ae i 
~ / a _ a 
es coun aS Na . ore 
| AY cary | ~_ aa oe 
‘ il —= STéay nies / * and Ny ; ‘ ve. 4 bag 
K SS Mes 4 oe a Fa 
7 S } see = 
$ - : : a 
ee : ~ J Fo i — * ’ 
- . - a 
aes he eg aes 
j BS a % a : 
i 5 ar 
is : y | = See Pt ite, 
>} am % aoe 
ee s _— ? 
: BS, 3 es Ls, ° Soxvtt) Ze an fos 
_——s iW extis'o | as 
: ; f a a Ee: _ ql ee, 
: i <2 e adv 4 pl sca 
ae ? *. mm » ay fe) eae 
> Sees x - Be “i oe 
, ites - . 4 ‘de i“ 
f x eS <2 ~ ‘ " oe by Fe 
1 ty igh ie z 7 : a cee. 4 
te ih. igi _— ee 
ae x oe. . 7 ee 
y areata : be F ; “4 ig “ 
‘ om o 
- os Pe - ae, 
“ Br 3 = Br 
| Sala ae 
é fe i. = 
aan ee: a oe 
Ton et 
ta 
Ml 
eee 
ee oe 
ke Eee 
ee eae 
se 7 
— 
} ive | Sa <i 
ie . aa 
. ‘ aa 
it a} 
2 ie 
, ee ee 
ee a 
a. 
|| 
 B ae 
is © 5 
t wo p 
se mee? 
t1si0 i, 
oo aie ’ ae 
t sto a i sae 
ing ' 
onic I : 
ort iiss 
aa 
a Ee ; : 
| oe = 
‘ he'P we 
gellins 
ivers? 
b ro . 
Jette gi 
cimers Cd 
npor! be ; 
—— 4 
| 
| J 
ae ai, et iets eta! « ahd Rape rine - ey cae ee or s : ‘ & 
4 ee flees ESS ye = beta” te Sy ; a ae igh PO ; Re a * Rees <r -* ) 7 
‘Sats re By Sari (5 oer ge a co ee oN Rte Ti : we ee ea 93" hae Wee Bed ee eae . % Tt deal ae ry sae ‘ oy oe a a aa 
i a gh ae =a LE ne. Sate” Ye et 7 eae NA eo a at oh ips pe $ eee oe are ra a os ree on 
a a j cages <= SR Ae TE Ob ae Pas, hy 3 : te be gew He _< aiofors & er : Fs oie > pial 
es 7 ba MART ge ieee Se A ae 
j F = ‘ ie & eS ey id 


pore 


onl 
= 


. ee a 


12 


ADVERTISING AGE 


194) f 


August 11, 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered in U. S. Patent Office 


Entire Contents Copyright, 1941, 


by Advertising Publications, Inc. 


ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago. . 


New York Office, 330 W. 42nd St. 
Washington Editorial Office, 1226 National 


G. D. CRAIN, JR., President and Publisher 


-_... Tel. Del. 1337 
Tel. BRyant 9-6432 


Press Bldg... Tel. REpublic 7659 


S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. E. KEBBY, Secretary 


Editorial Department 
S. R. BERNSTEIN, Editor; IRWIN ROBINSON, Managing Editor; MURRAY E. CRAIN, 


A. P. MILLS, FRANK HICKS, JOHN B. M 
J. CORTADA and RAYMOND 


ILLER, RALPH O. McGRAW, E. C. HALL, 
H. STOKES, Associate Editors 


Correspondents in All Principal Cities 


Advertising 


Departrrent 


NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. 


Murphy. 
SAN FRANCISCO: Simpson-Reilly, Ltd., 


LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, Manager. | 


CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. Gafford. 


Russ Bldg., Walter S. Reilly, Manager. 


MEMBER 


Audit Bureau of Circulations, Associated 
Association, Advertising 


Business Papers, Inc., National Publishers | 


Federation of America 


Vol. 12, No. 32 


August | 


1, 1941 


Regulation of Prices 


Control of prices to prevent in- 
flation is an understandable objec- 
tive of the national administration, 
but it is unfortunate for the coun- 
try that the problem has_ been 
approached from a political rather 
than an economic standpoint. Un- 
plan is set up on a sound 
basis, fair to all interests, and pro- 
tecting the consumer at all points, 
the result may be even more dis- 
astrous than a policy of allowing 
prices to be controlled through vol- 
untary agreements. 
principal commodities are con- 
cerned, this has proved thus far to 
be an effective program. 

The principal cost item in manu- 
factured products is labor, and the 
proposed price regulation bill spe- 
cifically exempts wages from the 
application of the act. The chief 
element in the cost of living is food, 
and farm products are given an op- 
portunity to rise to 110 per cent of 
parity under the act. Without de- 
bating the needs of the farmer for 
a larger share in the national in- 
come, the effort to maintain living 
costs on a relatively low basis with- 


less a 


out controlling the chief factors in- | 


volved will either be a failure from 
the standpoint of the consumer or 
will start business on the 
bankruptcy. 

We have discussed heretofore the 
inconsistency of a national policy 
which takes the lid off wage rates 
while at the same time trying to 
hold down prices. The naive 
sumption that business fixes prices 


The Problem 


Hotel managers who see. the 
swelling tide of tourist traffic pas- 
sing their doors, most of it destined 
for tourist courts and other low-cost 
facilities, have been doing little to 
change the trend other than by ad- 
vertising, “Stop at a hotel.” The 
motorist who is driving his family 
to or from a 
spending his entire vacation period 
in travel, is more concerned with 
what he can get for his dollars than 
with slogans. 

The are in somewhat the 
same position as the railroads were 
for many years, when they offered 
high-cost transportation, with 
limited convenience, and found 
busses and other competitive means 
of transportation cutting deep into 
The rail- 


road to 


as- 


vacation spot, or 


hotels 


their passenger revenues. 
did something about it 

through cheaper, faster and more 
convenient services—and now they 
are getting back a large part of the 


roads 


business which appeared to have 
been permanently lost. 
Some hotels are seeing that if 


As far as the | 


| arbitrarily, without reference to 
implies that it can absorb 
large increases in labor rates with- 
out any effect on the price of the 
| finished product. On the other 
jhand, if farm products, represent- 
|ing primary food are to be 
| allowed to advance to any consider- 
|able degree above parity, then the 
| worker must necessarily be given 
increased wages with which to meet 
| increases in the cost of living. 
Another glaring inconsistency in 
the proposed bill is the emphasis 
| put upon control of rents. While 
‘it is true that rents represent an 
important element in living costs, it 
| is equally true that they have been 
| depressed to a degree disastrous not 
only to property owners but to 
municipalities and other govern- 
mental units dependent upon reve- 
|}nues from real estate taxes. The 
list of cities which are in financial 
| difficulty because of delinquent tax 
ilists will grow if property owners 
| continue to be unable to obtain a 


| costs, 


costs, 


sufficient return to enable them to 
pay their taxes and maintenance 
costs. 


An effective price control program 
must control all prices or none. 
| Halfway measures are unlikely to 
| be effective, just as they are certain 
|to be unfair. The national admin- 
istration must forget political con- 
| siderations if it is to put into effect 
a measure of price control which 
will not only work, but will protect 
the national economic 
a whole. 


of the Hotels 


they are to tap the flow of tourist 
trade to a more important degree, 
they must streamline their service 
and offer more economical facilities 
to the tourist family with a limited 
budget. They must, in be 
able to match the convenience and 
economy of the tourist court if they 
expect to compete with it for the 
tremendous volume of business rep- 
tourist travel. 

Some of them are doing so. The 
St. Paul Hotel, for instance, has 
been using 24-sheet posters in its 
area to announce a 


| 
structure as 


short, 


resented by 


revolutionary 
hotel rate, in which five persons are 
given over-night accommodations, 
including bath, for $5. This means 
that a family of five is accommo- 
dated in one room, but that usually 
requires merely putting another bed 
into service. It 


means elimi- 
nating as much as possible of the 
delay and expense involved in car- 
ing for 
parking 
available 

They say the plan works. 


also 


having 
facilities 


cars, by adequate 


immediately 


10 Cents a Copy, $2 a Year | 


THE PRESS AGENT'S DREAM 


Es 


quire. (Copyright, 1941, by Esquire, Inc.) 


“He handles the publicity for this resort!" 


Ad-libbing 


Patriotic Donation | 

Scout J. L. Powell of Ferry- 
Hanly, the Johnson Suture agency, 
called our attention to the unusual 
sixth-page advertisement for John- 
son which appeared in the Aug. 2 
New Yorker. The copy explains 
that Johnson has been shouting the 
cause of physical recreation among 
civilians in two-thirds pages, and 


|therefore finds it eminently fitting 
that it should 

support the f ; 

U. S. O. drive. - ¥2¢ . 
“Therefore,” it od, 

goes on, “the dif- I 

ference between 

the cost of this 

one-sixth page 


innouncement 
and that of our 
regular two- 
thirds page, some , 
'$575, is being " 
forwarded to the 
local chapter of 
me U. 3. @.” 
That is a 
pretty swell job 
of having your 
cake and eating it, 
doubt everybody 


JOHNSON SUTURE CORPORATION 


800! Wen! O7M% Brewer hicege Mines 


too. And no 
is happy, even in- 
cluding The New Yorker, which in 
some strange way sticks in our 
|mind as the party making the great- 
est contribution to this particular 
cause. 

But let’s not carry this thing too 


far. And let’s hope that The New 
Yorker's readers don't take the 
suggestion too. seriously, either. 


Otherwise, Johnson is 
find its mail bulging with 
sympathetic notes as this: 

“Dear Johnson Suture—I want to 
among the first to express my 
most sincere congratulations on the 
fine and noble gesture you have 
made in cutting down your space 
in The New Yorker and donating 
the difference to the U. S. O. You 


such 


be 


have shown a spirit of patriotism 
and fine, upstanding Americanism 
that is all too rare in this sordid 
world. And what is more, you have 


shown me the clear path of duty. I! 
was about to have my racquet re- 
strung with Johnson Suture when I 
read your ad. Now I am looking 
forward with a great deal of pleas- 
ure to restringing the bat with the 


insides of my neighbor's yowling 
tomeat, and donating the $6.34 
which I estimate I shall save (after 


deducting the cost of labor, which 
won't be mucn because it will be a 


labor of love) to the U. S. O. 


So You Know Prints 

For several weeks we have been 
meaning to mention the swell sales 
promotion piece which Cranston 
Print Works Company has produced 
for the edification of merchandise 
managers, furnishings buyers and 
shirt manufacturers. “So You Know 
Prints” is a brochure that can really 
be called interesting and informative 
without stretching the language. 
In clear and simple form it explains 


|; woven 


comments. 


likely to} 


the textile printing process, after 
which actual swatches take the 
reader through the bleaching, sour- 
ing, mercerizing and other proc- 
esses, right down to the printing. 
And then another dozen swatches, 
presented in the form of a guessing 
game, prove the laundering quali- 
ties of the prints, and their ability 
to pass expert muster alongside of 
materials. 


More Info on Color 

Andy Gould of United States 
News and the color research labora- 
tory of Eagle Printing Ink Company 
have conducted a special test mail- 
ing on the value of color in direct 
mail that yielded the _ following 
results on letters, with black on 
white arbitrarily scored as 100: 


Ry WD ist 6 aeb a ee od 100 
Two shades of blue on blue.... 108 
Black and red on white....... 105 
Blue and red on pink..... .. 92 
Blue and red on white........ 89 
Purple and green on green..... 89 
Brown and orange on canary... 85 


Color is not always magical, Eagle 
“Strongly colored paper 
for letterhead and envelope should 
be used with caution. It would 
appear that prospects prefer white 
paper probably because’ business 
correspondence is overwhelmingly 
on white instead of colored paper. 
A second color in the letter, on the 
other hand, appears likely to in- 
crease returns and should be tested 


if large quantities are to be mailed. | 


And among the best second colors, 
blue and red seem to be most pro- 
ductive.” 


Beverage Sales Up 
We have suddenly been reminded 
that there 


” 


were “world’s fairs” in 
New York and San Francisco last 
year and the year before. What 


reminded us was a volume, “Trends 
in the Hotel Business, 1940,” just 
published by Harris, Kerr, Forster 
& Co., accountants and auditors. 
Included in this volume is a sta- 
tistical study of hotel business in 
New York and San Francisco dur- 
ing their second fair years—1940 
compared with their first fair years 
of 1939. 

We learn that while room revenue 
of New York hotels dropped 10.6 
per cent in °40, compared with °39, 
occupancy dropped 1.7 per cent, and 
food sales 2 per cent, beverage sales 
increased 0.6 per cent. In San 
Francisco it was the same, only 


more so. Room revenue fell off 22.2 
per cent, occupancy 16.3 per cent, 
and food sales 7.3 per cent, but 


beverage sales went up 1.2 per cent. 
“Perhaps,” the authors, “the 
visitors to these cities found greater 
diversion in alcoholic stimulant than 
they did in attendance at the Fairs.” 


say 


Jottings 

Despite the fact that there is a 
frenzy of hosiery buying through- 
out the city, Kirkman soap chips is 
still offering Kayser all-silk stock- 
ings as premiums on its WIP, Phila- 
delphia, broadcasts. . . 


Information E 
for | 
Advertisers 


The following documents may be 
secured without charge from con 
panies sponsoring them, or through 
ADVERTISING AGE, by any nation] 
advertiser or advertising agen 
executive writing on his business 
letterhead. 


No. 1851. Captains of Industry. 

The National Geographic Magu«- 
| zine has checked its paid circulation 
list against the list of leading mags - 
zine advertisers spending $100,0( 
or more in 1940. The result is 
tabulation of these companie.s, 
showing the number and per cent 
,of directors and officers who a 
subscribers to National Geograph 
The booklet also includes the same 
information for an additional list of 
|insurance, railroad, public utility 
and other executives. 


|No, 1852. Make-Believe Ballrooy 

Radio Station WNEW has issue 
| this brochure, which tells all about 
'the Make-Believe Ballroom and 
|Martin Block, its announcer. Th: 
contents include some charts show- 
ing percentage of set owners listen- 
ing to their radios during each 15 
minute period, 10 to 11:30 A. M., for 
WNEW compared with other sta- 
tions, and an analysis of listening 
audience for the same period of 
time, for the Ballroom compared 
with other programs. 


No. 1853. Cross Country Inventory 
Since publication of its Cortland 
County, N. Y., study some time ago, 
Farm Journal and Farmer’s Wife 
has issued a number of other books 
containing material from the entire 
country. These include a Cross 
Country Inventory — General] Data; 
Food Products; Automotive; Baby 
Products; Household Goods; and 
Cosmetics-Drugs. The studies show 
farm family ownership and pur- 
chases in these classifications. 


No. 1721. How You Can Use Laure! 
Impreved Photo-Offset. 

In this new brochure, Laurel 
Process Company outlines its fa- 
|cilities and serviees, and illustrates 
\the speed, economy and flexibility 
of its photo-offset process. Repro- 
ductions show many uses, from a 
|simple, illustrated sales letter to the 
‘more complicated layout, including 
examples of color work and duo- 
| tone. 


No. 1780. Ohio Liquor Sales. 

The Cleveland Press has issued 
its sixth annual analysis of Ohio 
liquor sales, providing a complete 
picture for 1940. Issued in two 
sections packed with maps, tables 
'and charts, the study covers dollar 
sales by county and district, as well 
as gallon sales by type, with state 
totals, and wholesale, retail and 
total sales of individual brands by 
type, district and for the state. 


No. 1824. “Information, Pleas: 
The Wall Street Journal has }s- 
sued this. spiral-bound brochure 
which contains five advertisem: 
in reduced size, from the instit 
tional campaign of Eagle-P 
Lead Company, which is appearing 
in the Journal. Following these ar 
reprints of 50 letters indicating 
reader reaction to the series an 
showing the benefits of a con'inu- 
ing educational campaign. 
No. 1802. The Psychology of —0" 
and The Symbolism of Co.or 
General Printing Ink Cor} n 
folde: ne 


has issued two new 

dealing with the symbolism and ™ 
other with the psychology oi °°! 
Both help to suggest the use of 
certain hue for a given purpos 
No. 1785. For Intensive Coverag® 


Extensive Sales. 
Radio Stations WHK-WCLE hev* 
issued three file folders con'ain™ 
tabulations of market data 
age maps and rate cards. I! 
is an outline of the stations’ pro®! 
and program promotion act!’ 
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Exclusive of Government Payments, Cash Farm 
Income in South Dakota for the first quarter of 
1941 exceeded the same period in 1937 by 
108% a record which places South Dakota 
above 29 other states. For the entire year 1940 
(exclusive of Government Payments) Cash Farm 
Income exceeded 1937 by 42%. Increased Sales 
Tax Collections in 1940 $285,000 above 
1939 and 29% increase in income tax re- 
ceipts definitely reflect this greater income. 
... More than 6,000 farms have been purchased 
in South Dakota during the last two years. Pur- 
chasing is brisk in all important lines of mer- 
chandise. The UPWARD SWING IS ON and 
OPPORTUNITY invites manufacturers, whole- 
salers and retailers to bring on their wares. For 
further information and for colorful Black Hills 
Vacation Booklets, write 

A. H. Pankow, Pierre, South Dakota. 
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AKOTA 


Vibrating with the rhythm of a NEW PROSPERITY, South Dakota is well 
on its way to HIGH PLACES. Each week out-of-state manufacturers 
in increased numbers are opening or accelerating sales contacts in 
South Dakota. Automobiles, refrigerators, water systems, electric ranges, 
home furnishings, building materials, foods, farm tractors, oil in a 
score of major fields, South Dakota has purchased from 20 to 50 percent 
more goods during the first quarter of 1941 than during the same period 
in 1940. The Defense Program is stimulating farm output and the farmer 
is getting a higher increase in prices for his products than he propor- 
tionately pays for his purchases. This greater cash farm income (see 
chart below) — and the withdrawal of young farmers for Defense service, 
is rocketing farm machine sales. 


Farm and ranch, forest and mine — crops, cattle, sheep, hogs, gold, and 
other precious and semi-precious minerals from these, issues the 
natural wealth of South Dakota! Pioneer courage accented with open 
range adventure and Gold Rush fervor _ from these, issues the Western 
spirit which keeps South Dakota young, strong, and ever on the climb 
to bigger, better living. 


Impelling a new floodtide of cash for South Dakota is the nation’s rapidly 
growing appreciation of the Black Hills mountain playland of the 
Middle West, dowered with scenic and scientific grandeur. Again more 
than a million will visit the Black Hills and fossil Badlands this year. 
More than a million will feel their love of America glow as they lift eyes 
to Gutzon Borglum’s heroic Shrine of Democracy on Mt. Rushmore. 


To every newcomer there is both INVITATION and CHALLENGE in the 
agricultural, industrial, and travel assets of South Dakota. ALL SOUTH 
DAKOTA its hospitable citizens, its businessmen and farmers, its 
newspapers, radio stations, and I, as Governor of this magnificent and 
prosperous state, welcome you to the abundant, hearty, happy way of 
living which is our greatest pride. 


a, 


Governor of South Dakota 


1937 1941 


CASH FARM INCOME 


JANUARY TO APRIL 


CROPS 


LIVESTOCK AND 
LIVESTOCK PRODUCTS 


SALES 


JANUARY TO APRIL 


PASS. CARS AND TRUCKS 
FARM TRACTORS 


GASOLINE 


ELECTRICAL APPLIANCES 


CLOTHING 
FOOD 


HOME FURNISHINGS 
BUILDING MATERIALS 


COMBINED TOTAL + 108% OVER 1937 


INE 1941 REPORT BUR. OF AGR. ECONOMICS « U. S. DEPT. OF AGR. 
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ADVERTISING AGE 


August 11, 1941 


Sunday Evenings 
Rate Tops in 
CAB Survey 


New York, Aug. 5. 
sets were in use on Sunday eve- 
nings from 7 to 11 p. m. during the 
past winter than on any weekday 
evening, according to a report 
sued today by the Cooperative An- 
alysis of Broadcasting. 

Based on 405,000 interviews in 33 
cities, the report summarizes the 
use of radio sets half-hour by half- 
hour, day by day, from Oct. 1, 1940, 


More radio 


is- 


| hour, 


to April 30, 1941. 

Thursday evening ranked second 
in size of radio audience and Mon- 
day was a close third, while Tues- 
day, Wednesday, Friday and Satur- 
day evenings followed in that order. 
Considering the number of sets in 
use for any given hour or half- 
CAB points out that a high 
set-use for a specific evening may 
be the result of a program, or com- 
binations of programs, with high 
ratings. 

In daytime set-use from 9:30 a. m. 
to 5:30 p. m., Tuesday and Wednes- 
day were about the same and 
ranked slightly higher than Thurs- 


| weekdays. 


day and Friday, which were also 
about on a_ par. Monday was 
slightly lower than the other four 
Since the daytime pro- 
gram schedule, consisting largely 
of 15-minute serials, varies little 
from day to day, CAB points out 
that variations in set-use cannot be 
ascribed to differences in programs. 

More sets were in use on Satur- 
day afternoons than on weekdays. 


Adds Peggy McMeekin 

Peggy McMeekin has joined the 
woman’s department of W. Earl 
Bothwell Advertising Agency, Pitts- 
burgh. 


Listen, America! 


... nutrition is coming home to roost 


SometiiNe is happening tl 

homes of the folks you sell. 
Nutrition is being sold to 

Johnny Q. as never before. 


By 


radio, by printed word 


word of mouth and every conc 


story of the Hidden Hunger is being told, and 


told, and sold. 


tages health through lack of proper nutrition. 


Yes, nutrition, once a fancy 
home to roost. It's coming hom 


way to new-found health, an 


the kind of robust life they'd like to live. 


you can expect nutrition publi 


still more as every month goes by, spurred on 


by every consumer-contact resource of gvovern- 


ment, education, science and 


Listen, Foodmen! Pharmacologists! 


This is your cue to take quick stock of your food 


or drug product list. ‘Enrich 


basic foods, already a fact, 


further as need appears. It will pay food proc- 


essors to anticipate the trend, 


nutrition if indicated by fortifying with essen- 


tial vitamins now. For 
sales. 


That's where we can help. 


The hidden hunger that sabo- 


will expand still 


“brand defense” 


*Protected by U 


ese days in the 


get in touch with headquarters 


Mr. and Mrs. 


you may have heard about 


and picture, by 


civable way, the 


word, is coming 
e to millions as a 
Open Sesame to 
And 


city to avalanche 


business. 


Th Sty f- 
VITAMIN A | 
ESTERS | 


PRODUCED BY ‘ 


ment’’ of certain 


improve product = 


.. for 
uses, etc 


If your company 


on many counts of value. 


for these products 


details the 10-Point Superiority 
of ARPI Process Vitamin D, its 
. A booklet every prospec- 
tive user of Vitamin D should have. 
Just crook a finger 


is a candidate for oil-soluble vitamins A or D, 


call on D.P.1. 


We produce those remarkable Vitamin A Esters 


distilled Vitamin A 


in the Natural Ester Form, an exclusive asset that 
guarantees maximum stability of the vitamin 
in your product. And low incorporation cost, too. 


Distilled Vitamin A Esters * defy comparison 


And you'll find our 


ARPI Process Vitamin D is tops in merit, too. 
But that’s just part of the story. We have spe- 


cialized in helping manufacturers develop uses 


maintain a Service Labo- 


ratory that may be a valuable help to you. So 
. for service, experienced help and superior 


vitamin concentrates, call on D.P.I.! 


Ask for these helpful brochures 


“The Story of Vitamin A Esters” 

illustrated, complete, non-technical. 
All the facts you need to know about 
Write 


this outstanding concentrate. 
for a copy now! 


“You'll Be 
Glad You Did” 


we'll send it. 


S. product patent No, 2,205,925 and over 50 process patents. 


DISTILLATION PRODUCTS, INC 


755 RIDGE ROAD WEST, ROCHESTER, NEW ies 


ointly owned by EASTMAN KODAK 


Sales agent: Research 


Products Div., Ge 


st, 


CO. and GENERAL MILLS, INC 
General Mills, Inc., Minneapolis, Minn. 


Out-Sotuble Vilamin Headguartera 


‘cluded 


Consistent Copy 
Boosts Sales of 
Mrs. Grass’ Soup 


Company Trebles Plant, 
Builds National Distri- 
bution 


Chicago, Aug. 7.— Shrewd mer- 


chandising and consistent advertis- | 


ing have written another business 
success story in the steady sales 
growth of Mrs. Grass’ vegetable 


noodle soup. Little more than two 
years after it entered the packaged 


soup field, officials recalled this 
week, the I. J. Grass Noodle Com- 
pany has trebled its plant size, 
maintained a_ sizable backlog of 


orders, acquired national distribu- 
tion and built a solid promotion on 
newspaper and spot radio adver- 
tising. 

The core of Grass’ success in 
merchandising its food product lies 
in two factors: attention to retail- 
ing and distribution trends, and the 
consistent small-space advertising 
campaigns mapped out by Irving 
Grass, head of the Chicago com- 
pany, and Charles Silver & Co., its 
agency. 

When the company first began 
marketing its packaged noodle soup 
in February, 1939, 
available in glass 
and in long 
packages which 
it considered in- 
convenient for 
retailers’ shelves, 
The Mrs. Grass’ 
package was 
compact, and its 
innovations in- 
cello- 
phane wrapping, 
hermetic sealing 
and a coded date- 
mark that made 
it possible for 
the distributor to 
be sure that the 


jars 


— L. MINUTES- 


noodle soup he 

received was 

fresh. The com- . 

pany also de- COSTS 10. SERVES 6 


termined to mar- 
ket the product through wagon 
distributors instead of large whole- 
sale grocers. Wagon distributors 
customarily handle from two to 25 
products without duplication of 
lines, and call on their customers 
at least once a week. This obviates 
the bane of most small manufactur- 
ers being snowed under in a 
wholesaler’s list of 2,000 or more 
products. The weekly call of 
wagon distributor has done much, 
the company feels, to aid in the 
soup’s rise. 


Copy Tested 


Mrs. Grass’ advertising stresses 
“the original packaged noodle soup” 
and that theme headlined its en- 
trance into the field. Newspaper 
test copy was run in Minneapolis, 


St. Paul, Detroit, Chicago, Cin- 
cinnati and Cleveland. From it 
emerged the present small - space 


75-line copy running in 
100 newspapers over the country, 
plus spot radio on home maker's 
programs over Stations WRC, Wash- 
ington, WGY, Schenectady, and 
WMCA, New York. 

The newspaper and radio adver- 
tising is the backbone of the G 
promotion; and added to it are out- 


campaign, 


rass 


dealer helps, which include a 
monthly house organ called “Mrs. 
Grass’ Family Circle’ and mailed 
to distributors, chain stores and 


super-markets; point-of-sale leaf. 
lets: window posters in four colo 

which stress timely topics (during 
Lent the posters assured prospec- 
tive consumers that here was 

ideal Lenten dish); a film of t 
Grass factory which is shown at 
distributor’s meetings, and sporadic 
trips by Mr. Grass, who believes 

getting out and learning first har: 
what his distributors need. 

Two years ago the Grass factor 
was a one-story building, and 
initial order was for 25,000 carto 
for Mrs. Grass’ noodle soup; today 
the plant is two-storied, an ad- 
jacent annex has been purchased 
and the company’s latest shipme: 
was 6,000,000 cartons. Since the 
first shipment that Grass sent o 


|the company has had a consistent 


noodle soup was | 


the | 


backlog of orders, and never once 
has it stanched the continual flow 
of advertising. With the hot sum- 
mer months in prospect, Grass 
stepped up the beat and switched to 
a copy theme proclaiming that here 
was an ideal hot weather dish to 
fan heat-jaded appetites. When 
distributors showed interest n 
cooking schools, Grass promptly 
entered the newspapers’ cooking 


| schools and now has several demo: 


on the road 
ease of cook- 


strators of its 
attesting Mrs. 
ery. 

Like all successful newcomers, it 
wasn’t long before Grass had com- 
petitors. But surveys conducted in 
a number of markets where the 
soup is sold tell an intere ting story, 
and a pretty conclusive one. Deal- 
ers reported, according to the sur- 
veys, that Mrs. Grass’ soup was 
first named in the following numbe 
of calls: Toledo, 89 out of 100: 
South Bend, 48 out of 50; Syracuse, 
88 out of 100; Minneapolis, 75 out of 
100; Utica, 41 out of 50; Akron, 47 
out of 50; Woonsocket, 22 out of 25 
Lincoln, Neb., 44 out of 50; and 
Omaha, 94 out of 100. Which indi- 
cates to Grass that in soup, as in 
pudding, proof is in the eating. 


own 
Grass’ 


Topeka Papers Combine 
Publishing Departments 


Topeka’s Capital and State-Jour- 
nal have combined their business, 
circulation, advertising and me- 
chanical departments under a joint 
publishing company to be known 
as the Topeka Newspaper Printing 
Company. Both dailies will be pub- 
lished at the Capital plant. 

Sen. Arthur Capper, publisher of 
the Capital, is president of the new 
publishing company. Other officers 
include Oscar S. Stauffer, publisher 
of the State-Journal, and Charles H. 
Sessions, vice-presidents; and Henry 
S. Blake, general manager. 


*s hd . 

Life” Raises Rates 

Life, New York, has issued its 
new rate card No. 10, effective with 
the April 6, 1942, issue, showing a 
guaranteed net paid circulation of 
2,750,000, and a corresponding rise 
in space rates of 10 per cent. Life's 
previous guaranteed circulation 
2,500,000. The new rate changes the 
cost of a page from $7,100 to $7,800 


Was 


Opens Own Studios 

Jack Strausberg has resigned from 
Schwimmer and Scott, Chicago, 
work as a free lance artist 
illustrator. He will operate tw 
studios, 360 N. Michigan 
and 6847 East End avenue 


WJHP, WSTP join Mutual 

a WJHP, Jac ksonville, and 
WSTP, Petersburg-Tampa, have 
become Seni ites of the Mutual 
Broadcasting System. These ar 


eqn 
avenu 


door advertising and extensive the first Mutual outlets in Florida. 
dl 

“Ask 4 r 

fae 


FOR IOWA PLUS! 


50,000 watts 
DES MOINES 


FREE & PETERS, INC. 


| : Z Exclusive National Representatives 
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ADVERTISING AGE 


IT'S DATED 


we money can't Sete 
its DATED | 


BENZOLINE 


GASOLINE 


FRESH TO THE LAST OUNCE)... 

POWERED TO THE LAST DROP! 
2, BULK PLANT FRESH — NEVER 

MORE THAN 10 DAYS OLB. 


Dated Gas Now 
Being Promoted 
in Connecticut 


Hartford, Conn., Aug. 
zoline gasoline, distributed 
area by the Connecticut Refining 
Company, West Haven, is being 
promoted along unique lines by 
featuring the idea of dated gasoline 
in its advertising. By no means a 
new idea in merchandising, since 
Chase & Sanborn has long used the 
freshness theme in its copy, 
new approach nevertheless is 
lieved to be the first in the petro- 
leum field. 

Basis of the new copy appeal is 
the plan that no gasoline sold by 
Connecticut 


4—Ben- 
in this 


this 
be- | 


Refining distributors | 


shall remain in the dealers’ pumps | 


more than ten days. When gasoline 
is delivered to a station, the com- 
keeps track of the date and 
when a ten-day period has elapsed 
the tanks are refilled with 
gasoline, thus assuring the customer 
that his gas is not “shelf-worn.” 

Benzoline copy is now running 
weekly in newspapers throughout 
Connecticut. It emphasizes that due 
to the dated system the gasoline is 
not only pump-fresh but bulk-fresh 
as well. 


pany 


Opens Own Studios 


H. S. Hastings, in association 


fresh | 


with Gilbert Roys and George Alex- | 


ander, has opened a commercial art 
studio at 1121 S. Hill street, 
Angeles. 


Horn to Mannion 

Jay F. Horn, formerly with the 
advertising staff of the Toastmaster 
division of McGraw Electric Com- 
pany, Elgin, Ill., has joined the 
executive staff of Eugene A. Man- 
nion Advertising Agency, Chicago. 


| COLOR means everything in 
| adv. rtising TOYS to the con- 
Sumer. Newscolor means the 


lowcst-cost full-color printed 
advertising available. For 
| Christmas promotion: let us 
| Dlan and produce your toy 
booklet, broadside, self-mail- 
ing folder. Send for most con- 


ng specimens of News- 
color toy advertising pieces 


SHOPPING NEWS 
tewseolor Division CLEVELAND 


Los | 


Premium Offer 
Spurs Sale of 
Colgate Products 


New York, Aug. 5.—In an effort 
to stimulate sales of its generally 
unadvertised products, Colgate - 
Palmolive-Peet Company is pro- 
moting a “1941 Bargain Jubilee” in 
newspapers in Eastern and Southern 
states. 

Copy features a premium offer of 
a floral pin which may be obtained 
for 15 cents and five box tops or 
wrappers from various Colgate 
soaps. Among the products illus- 
trated are Octagon granulated soap, 
cleanser, toilet and household soaps, 
soap flakes and soap powder, accom- 


panied by the more 
moted Super-Suds, 
Klek. A coupon is 
mail orders. 
Insertions are confined to news- 
papers with circulations ranging 


widely-pro- 
Palmolive and 
included for 


downward from 100,000 to 10,000 
Ted Bates directs promotion of 
Octagon and Klek soaps: Ward 


Wheelock Company, Palmolive soap; 
and Sherman & Marquette, Super 
Suds. 


Marshall in New Post 


Gordon Marshall, formerly assist- 
ant director of the Cooperative 
Medical Advertising Bureau of the 
American Medical Association, Chi- 
cago, has joined the advertising 
department of American Home 
Products Company, Jersey City. 


Merge Agency Offices 


The Los Angeles branch of Sid- 
ney Garfinkel Advertising Agency 
has merged with Hillman-Shane 


Advertising Agency, and the new 
organization has moved to the Or- 


pheum bldg., Los Angeles. Donald 
Breyer, head of the Los Angeles 
branch for Garfinkel, has been 


named a vice-president of the Hill- 
man-Shane company. The San 
Francisco office of Sidney Gar- 
finkel Advertising Agency and the 
Hillman-Shane agency retain their 
names and corporate setups. 


C-I Names Worthington 


L. B. Worthington, who joined 
Carnegie-Illinois Steel Corporation 
in 1923, has been named manager 
of sales of the bar, strip and semi- 
finished materials division. 


Handles Gas Account 
Duncan Oil Company, 
geles, has named General 
tising Company, Los 
handle advertising for 

Eagle gasoline 


Los An- 
Adver- 
Angeles, to 
its Golden 


Names Martha's Service 
Pli-Mode Shoe Company, Ever- 


ett, Mass., has named Martha’s 
Advertising Service, Les Angeles, 
to handle its advertising. 

They Bear the 4 Union 


Labels 


ran Flakes 


Tue DeLicrous 
CEREAL WITH 
Exrra BENEFITS 


Post's 40% Bron Plokes, eaten 
ily, help supply balk food 


meny diets lack 


eee 


ulk ts easentic! for keening fit. 
» PF & Generous howltul of 
oP SRY Ree Bond's Bren, 


8 debrions 


+ a 


i} Spee hedet hae 
1% Sepia? * 
<a. ooag fager 


+ 


requ. 


322 Special Display 


‘a ree were put In Grocery Stores! 


Vy 895 Cases Ny 


of Post's Bran Flokes were Sold! AL 


Vy Distribution was Increases ~ 
from 80% coverage 


- SYRACUSE, N. 
570 ke. NBC 


@ Allfromasingle merchan- 
dising campaign we built for 
General Foods to announce 
the opening of their new 
show, “Portia Faces Life.” 
This is only one of a con- 
tinuous series of merchan- 
dising successes which iden- 
tiies WSYR as the station 
that does more for you. 
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GM Greets Tourists 


To the Editor: I am pleased to 
attach a small dealer poster which 
indicates how our client, General 
Motors of Canada, greeting the 
great influx of American tourists 
to our country this summer. 

This drawing is being used in a 


1S 


complete 24-sheet poster, showing 
in all principal cities across the 
Dominion; and in Montreal, To- 


ronto, Winnipeg and Vancouver the 
same design is carried out in paint. 
This campaign strikes a new note 

institutional advertising—par- 
ticularly so, with Canada at war 
and the Canadian government 
making so strong a bid for its share 
of the great tourist industry. 

E. V. RECHNITZER, 
Vice-President, MacLaren Ad- 
vertising Company, Ltd., To- 
ronto. 


in 


7+ F F 


Petty Protests 

To the Editor: I am dumbfounded 
by the defamously slanderous re- 
marks about a drawing you accuse 
me of making for Maiden Form in | 
1939, reported by you in the} 
July 21 ADVERTISING AGE. 


as 
I would | 


of any such ad pronto before turn- 


GEORGE PETTY, 
Hayward, Wis. 

|Editor’s Note: ApvVERTISING AGE 
owes an apology to Mr. Petty and 
hereby extends it. He did not draw 
the illustration referred to in the 
Maiden Form story. But unfortun- 
ately his particular artistic forte is 
generally recognized that the 
illustration referred to was de- 
scribed “Petty-like” illustra- 
tion to our reporter, and the whole 
phrase didn’t catch the reporter's 
ear. It is therefore obvious that Mr. 
Petty’s connection with the fact that 
readers of a particular Maiden Form 
advertisement did not approve of 
the illustration is similar to that of 
Galli Curci and the comment of 
Abie Kabibble: “I heard an imita- 
tion of her and she was terrible.’’] 


SO 


as a 


vgv¥s*? 


Section Hands Help 


Install Train Display 

To the Editor: Enclosed 
photograph of one of a series of 
“Travel” windows at R. H. White 
Company department store in Bos- 
ton. Featuring railroad travel, this 
window depicted passengers await- 
ing the arrival of a train at a ficti- 
tious summer resort depot. 

Across the window foreground 
was a real rail-bed, complete even 
to traprock, creosoted ties, tie- 
plates, spikes and 107-pound rail. 
On the track at left foreground was 
a seven-foot high replica of the 
front of a New Haven Railroad 
“1400" type streamlined steam 
locomotive, and at right was an 
automatic two-light color signal 
Against the right background stood 
a reproduction of a depot front. In 


Is a 


appreciate your forwarding a proof we 


ing this matter over to my attorney. 


GREETINGS TO TOURISTS IN CANADA 


General Motors of Canada is using this small dealer poster to greet American 
MacLaren Advertising Company, Toronto, 
handles the account. 


visitors in the Dominion this summer. 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


do much good. After all, by far the 
most of us are all right basically, 
but we are a little fearful of being 
thought prudish and—sin of sins in 
our world —somewhat less than 
completely sophisticated. In other 
words, 
and you have given us that.” 
J. P. DERUM, 
Ruthrauff & Ryan, Inc., Detroit. 


Hotel Adopts Novel 


Defense Theme 


To the Editor: I am pleased to 
enclose a reprint of a new adver- 


first instances in which the defense 
theme has been used by a hotel in 
newspaper advertising. 

The Gibson’s initial 1,000 line ad 
is decorated with a red “ribbon” 
| border, entitled ““‘We Pledge,” be- 
/neath which is the pledge to the 
|Flag. A three-quarters length fig- 
ure of the Goddess 


|made up of the names of every one 


the ticket office was a figure of a|who innocently make it ridiculous, | of the over five hundred employes, 


ticket agent, and on the station 


without having to suffer from those 


predominates the balance of the 


platform were figures displaying|who would deliberately make it|copy, with military-like figures of 


travel clothes. Rail travel posters 
lent color to the background. 

The unusual nature of this display 
roused much favorable comment. 
The rail-bed was installed by rail- 


1S 


vicious. 


ithe employes in their work-a-day 
“Advertising and advertising art | uniforms completing the signature 
honored in you and in your|of the ad. 


stand, and I am confident you will | 


Other copy in the new series is 


we need brave leadership, 


tisement of the Hotel Gibson which 
appeared in the Cincinnati Enquirer. | 
We believe this to be one of the | 


of Liberty, | 


—— 


DEFENSE THEME 


CUA Pledge 


te the Png of the Unned 
Amerne, ond to the Repub ber heh + mands one 


ater nti wth Whey ond wee te 


wrt HOTEL 
ote detet 


GIBSON ws. 
ats oawns ofetebef- 


The patriotic theme is reflected in this 
newspaper copy, first of a new series 
| for Hotel Gibson, Cincinnati. Ryan 
and Thrasher, Inc., is the agency. 


scheduled for release in the near 
future. 
ALLEN THRASHER, 
Ryan and Thrasher, Inc., Cin 


cinnati. 


road section hands, the signal light 
by railroad signal engineers, and 


the replica of the locomotive front 
as built by the department store 
from photographs and specifications 
of a real locomotive. 
S. A. Boyer, 
Manager Publicity and Adver- 


tising, New York, New Haven 
and Hartford Railroad Com- 
pany, Boston. 
v v v 
Keeps Other Posts 
To the Editor: Your July 28 


issue mentioned that the new Physi- 
cal Culture is edited by Ernest V. 
Heyn, formerly editor of Photoplay. 

Ernie Heyn does not relinquish 
his interest in Photoplay - Movie 
Mirror, but continues as executive 
editor of both Photoplay - Movie 
Mirror and Radio Mirror. Both 
magazines are in the five comprising 
Macfadden Women’s Group. 

Wes JONEs, 

Macfadden Women's Group, 

New York. 


. F 


Dale Nichols Praised 


» | for His Leadership 


To the Editor: 
letter to Dale 


I am enclosing a 
Nichols, care of 
ADVERTISING AGE. Will you please 
forward? The accompanying copy 
is for publication, should you care 
to print it. 

“Dear Mr. Nichols: It seems to 
me that anyone who agrees with 
you, but who either through lack of 
courage or lack of initiative has not 
spoken out as you have in opposi- 
tion to those libertines who debauch 
the advertising business, would be 
remiss if he failed at least to voice 
his support of your views. 


“Every advertising man knows 
that the advertising business has 
sufficient to contend with in the 
way of serious-minded blunderers 


DISPLAY FEATURES 


rail dominated a recent window display 
store 


RAILROAD TRAVEL 


Complete down to the real rail-bed, this display pointing up summer travel by 


at the R. H. White Company department 
Boston. 


MUST invariably start 


Defense Contracts, regardless of where they are placed, 


with Pittsburgh-Made Products 


ALUMINUM 


PUTT 
COAL 


Pittsburgh is 


$15,856,000 per 
Million Dollars 


J. B. MORROW 
President, Pittsburgh Coal Co. 


SOUR GH 
COMPANY) 


One of the Many Reasons Why 


a “Must” Market Now! 


**Our Payroll is running at the rate of 


year, or more than Two 
higher than in 1940. 


PITTSBURGH 
Is Producing and Spending 


4, . 
Here Why: Payrolls are 29.3% higher 
than last year, 66.1% higher than 1939. Carloadings 
are 26.1% higher thon 1940, almost deuble 1939. 
River Traffic is 20.6% higher than 1940. The Rate 
of Stee! Operations is 48.1% above last year, more 
than double the 1939 figure. — 


12.5% over 1940, 26.5% over 1939. New Passenger 
Car Sales are 38.7% above last year, more than 


double 1939 sales. Wholesale Sales are up 26.8% 
over 1940, 43.7°. over 1939. Bank Debits are up 
28.6°%° over 1940 and $4.2°% over 1939. 


First Five Months of 1941 


‘ei 


j “As one of the largest con: 
mercial producers of bitum: 
nous coal, Pittsburgh Coal 
Company is conscious of it 
obligations to the Defense 


Program of our U.S. A. 


“Two additional mines ar 
being placed in operation 
and the other 16 mines 
the company are being cot 
ditioned for increased pre 


“Yes, the nation’s need for 
*. 


coal will be met 


= 


“44 


) our 


The Pittshurgh Press 


A SCRIPPS-HOWARD NEWSPAPER 


National Advertising Department, 230 Park Avenue, New York + Chicago + San Francisco « Memphis + Detroit « Pritadelo® 


Schedules should be ready now to take advantage of this tremendous Pittsburgh Buyine Powe 


Member o/ the 
United Press, of ‘he Audi! 
Bureau of Circulation ane 


of Media Recor Is, Ine. 
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FCC's Right to 
Hold Radio Probe 
Faces Court Test 


Stahlman Summoned 
After Failing to Answer 
Subpoena 


yf 


0 


for 


auecer 


ashington, D. C., Aug. 6.—The 


Federal Communications Commis- | 
sion’s investigation into newspaper 
participation in broadcasting will | 
move off on a new tangent next 


weck when FCC’s right to hold the 
inquiry will be put to a court test. 

On Monday, Aug. 11, James G. 
Stahlman, publisher of the Nash- 


ville Banner, is slated to appear in 
federal district court here as the 
result of his failure to answer an 


FCC subpoena calling for his ap- 
pearance as a witness last week at 
FCC hearings. 

Mr. Stahlman, a former president 
of the American Newspaper Pub- 
lishers Association who is now on 
active duty with the Navy as a 
lieutenant commander, failed to ap- 
pear on advice of Elisha Hanson, 
ANPA counsel. When his name was 
called last Friday, the subpoena and 
proof of service was entered in the 
FCC hearing record and the FCC 
law department was instructed by 
Chairman James L. Fly to take legal 
action to force his appearance. 


Friendly Not Named 


Edwin S. Friendly, business man- 
ager of the New York Sun and head 
of ANPA’s Bureau of Advertising, 
was also subpoenaed for an FCC 
appearance along with Mr. Stahl- 
man. He did not appear, but FCC 
lawyers took legal action only 
against Mr. Stahlman. Presumably, 
FCC attorneys decided one case at 
a time was enough. 

Oral argument will be held here 
Monday before Judge James W. 
Morris Mr. Hanson, representing 
Mr. Stahlman, is expected to reas- 
claims made in vain before 
FCC that the newspaper-radio in- 
quiry is “illegal” and hence wit- 
nesses cannot legally be required to 
appear. 

The court test was sought by 
ANPA, not because of fears for the 
effect of the testimony its witnesses 
might give but because the associ- 
ation claims FCC lacks jurisdiction 
over the press and is constitutionally 
forbidden from barring any group 
from participation in radio. ANPA’s 
position is that FCC is without au- 
thority to adopt rules on press- 
radio affiliation, hence without au- 
thority to hold hearings and sub- 


00 


sel 


| 


KAUFMANN FABRY & 


#25 B. WABASH AVE. CHICAGO | 


WRITE FOR PHOTO LIBRARY 
OF 2000 SUBJECTS 


poena witnesses. 

Mr. Hanson's strategy was made 
clear at the outset of the inquiry. 
At the first session July 23, he an- 
nounced that ANPA men whose ap- 
pearance had been requested would 
not be present. The other two be- 
sides Messrs. Stahlman and Friendly 
are William A. Thomson, director 
of ANPA’s Bureau of Advertising, 
and Arthur Robb, editor of Editor 
& Publisher. The latter pair, so 
far as could be learned here, were 
never subpoenaed but merely “re- 
quested” to testify. No legal action 
is likely in their case, particularly 


be in contempt of court, it is ex- 
pected that ANPA will appeal the 
decision to the circuit court of ap- 
peals and on to the Supreme Court 
if necessary. Carrying these ap- 
peals to the high court would take 
many months, if not years, by 
which time Congress may have 
adopted legislation preventing FCC 


from discriminating against news- 
papers. 
Chairman Fly adjourned hear- 


ings until Sept. 17 at the close of 
the fifth day of hearings last week. 
The five sessions were spread over 


consumed in the presentation of a 
wide range of statistics, most of 
them compiled by FCC accountants 
and most of them so filled with er- 
rors that Chairman Fly ruled that 
the exhibits should be “marked for 
identification” only and not made 
part of the official record. 

The first exhibit offered, a list of 
298 stations alleged to have newspa- 
per connections, has caused most of 
the trouble. Other compilations 
were based on this original tabula- 
tion. It was pointed out by Sidney 


by press interests 
only 2 or 3 per cent. 

Aside from the predominant sta- 
tistical phase, FCC has heard wit- 
nesses from press and radio inter- 
ests in Charleston, S. C., frequency 
modulation pioneers, press associ- 
ation heads, present and former 
network executives, and a motley 
collection of others. 

Testimony has often strayed far 
beyond the announced purpose of 
the hearing—to determine FCC fu- 
ture policy in regard to newspaper 


amounting to 


in view 
proceed against Mr. Friendly. 


ing argument Monday, order 
Stahlman to testify before FCC or A 


as many days during two weeks. A 
wide variety of witnesses was heard 
and a voluminous record compiled, 
but startling developments were 
lacking for the most part. 
large share of the 


of FCC’s decision not to 


Should Judge Morris, after hear- 
Mr. 


time was 


tains sO many discrepancies as to 
be useless and extremely mislead- 


cluded 
tie or have outstanding stock held 


M. Kaye, Newspaper-Radio Com- | applications for broadcasting facili- 
mittee attorney, that the list con- | ties—and so far as observers have 


been able to note, the record to date 
contains no justification for the 
press-radio divorcement proceed- 
ings FCC appears to be contemplat- 
ing. 


At least a score of stations in- 


have either cut their press 


WHAT GIVES THE “LIFT”? 


Two accidents led to the discovery that it is the upper surface of an airplane's wing that sustains the plane in flight. First, a plan 
prepared for trial so hastily that only the bottom surface of the fabric wii 


was 


gs was “doped.” The plane refused to take off. A few days 


later, another plane was badly tossed about in turbulent air and long strips were torn from the upper surface of the wings while th 


lower surface was undamaged. Then the plane that would not fly had its upper wing surfaces doped and it performed perfectly 


AN FLEW FOR YEARS before we knew what keeps 
an airplane up. We thought it was pressure on the 
lower surface of the wings. Then we discovered 

accidentally that it was the vacuum created above the wings. That 
lift was there all the time, but we didn’t know it. 

Tabloid new spapers have had a similar history. bs eryone recog 
nizes the tremendous lift and drive and power of the tabloid press, 
but the cause has been misunderstood. Sensationalism, triviality, 
and pandering to bad taste have been assigned the credit for the 
tabloid’s popularity. And in general, tabloid editors have con 
sclously planned and designed their papers accordingly. 

Five years ago, the New York Mirror made a daring experi 
ment. It refused to believe that the things that are bad in a full 
sheet newspaper could possibly be good ina tabloid. So the Mirror 
set out to print a really good newspaper in tabloid size. It pre 
served the tabloid format, the tabloid pace, the tabloid intimacy, 
and the tabloid’s intelligent use of pictures. To these it attributed 
the tabloid’s lift. But it abandoned sensationalism, tris lality, and 
bad taste. It doped the upper surface of its w ings. 

The \lirror abides rigidly by the accepted and acknow ledged 
ethics of gor xd journalism. 


ete 


It is indisputably a Ne Wspaper. It was the first New York paper 
and is stall the only New York morning paper with the three 
inajor wire services— Associated Press, United Press, and Interna 
tional News Service. It employs a large staff of special writers. It 
probably publishes more items of vital news and more aspects of 


it than any other paper. 


Ir handles its news with becoming dignity and scrupulous ac 
curacy. In tatters of emphasis and position, it CXCICISCS the sort 
of judgment that would be expected ina paper read only by the 


good taste. 


intelligentsia. It is always guided by the dictates of g 
In short, the Mirror is a good new spaper in tabloid form. And 


what is the result? 


In the intervening five years, the Mirror has enjoyed a circula 
tion growth of 214,000 daily. Entirely voluntary, unforced and 
unstimulated, this growth is cloquent evidence that the things 
that make a good full-sheet new spaper are the things that make a 
good tabloid, 


The \lirror is now the second largest new spaper in New York, 
the third largest in the United States. It gives to the advertiser the 


power that always comes with vast size and vigorous growth. 


The MIRROR-wxew york 
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Ever Ready LABEL Corporation 
141 B EAST 25th STREET KEW YORK, WY 
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PLAIN TALK 


Just between us brewers 
—let’s keep the record straight! 


Money can't buy a finer beer than 


ARROW BEER @& 


IT HITS THE SPOT! 


Globe Brewing Company, Baltimore, 
takes this full-page newspaper space to 
insist that ''no one—regardless of price 
—makes a better beer than Arrow’ even 
though competitive copy may say so. 
The Joseph Katz Company is the agency. 


Publishers, Agency 
Executives Draw 
Large Incomes 


Twenty-five Men Rep- 
resent Field in Latest 
Treasury List 


Washington, D. C., Aug. 4.—A 
select group of 25 men deriving 
their income directly from adver- 
tising or publishing represented the 
industry on the Treasury Depart- | 
ment’s annual list of corporation | 
executives receiving incomes above 
the $75,000-a-year-mark. This group 
of 25 does not include advertising | 
managers or other executives of | 
companies which are heavy users of | 
advertising. 

The complete list includes sal- | 
aries, commissions, bonuses and} 
other compensation paid during the | 
calendar year 1939 or fiscal year | 
ending in 1940. 

Agency men on the list include | 
the following: 

E. F. Hummert, Blackett-Sample- 
Hummert, $119,343; Hill Blackett 


and J. G. Sample, same agency, | 
$105,000 each; Sheldon R. Coons, | 


formerly of Lord & Thomas, $109,- 


537; Don Francisco, same agency, | 
$102,537; A. L. Lee, D’Arcy Adver- | 


tising Company, $134,102; William | 


H. Johns, Batten, Barton, Durstine | 
& Osborn, $87,576; E. J. Churchill, | 


Donahue & Coe, $129,400; Philip W. 


Lennen, Lennen & Mitchell, $80,000; | 
Walter | 


and Stanley Resor, J. 

Thompson Company, $81,000. 
Publishers represented were: 
Victor H. Hanson, Birmingham 


News, $95,400; William Randolph | 
Hearst, Hearst Consolidated Publi- | 


cations, $100,000; Frank F. Barham, 


a SAMPLES 


“SPEED-WAY” 


ADDRESS LABELS 


SAVE rTyvPinc-time 
AND MONEY!! 
Blank Labels for addressing mail 
ing lists at lowest cost. Single 


copies or carbons. (Perforated 
sheets or perforated rolls) 


MAIL COUPON TODAY! 


Just write your name — Tear off 
Attach to business letterhead 


Please send FREE samples of SPEED WAY ADDRESS 
LABELS and tel! me how to use them No obligatior 
NAME 


ADVERTISING AGE 


Los Angeles Evening Herald & 
Express, $80,000; C. G. Littell, R. R. 
Donnelley & Sons Company, $121,- 
680; W. E. Macfarlane, Chicago Tri- 
bune, $111,420; L. H. Rose, same 
paper, $100,000; Joseph Pulitzer, St. 
Louis Post - Dispatch, $196,754; 
Thomas H. Beck, Crowell-Collier 


Others in the $75,000-and-up class 
who are well known in advertising 
include: F. A. Countway, Lever 
Bros. Company, $383,211; R. R. Deu- 
pree, Procter & Gamble Company, 
$150,000; Northam Warren, Nor- 
tham Warren Corporation, $100,100; 
W. Y. Preyer, Vick Chemical Com- 


Philip Morris & Co., both $77,500; 


David Sarnoff, Radio Corporation of 
America, $100,240; S. Clay Williams, 
R. J. Reynolds Tobacco Company, 
$100,000. 

Excluding the film companies, 
General Motors Corporation had 
the longest list of well-paid execu- 


—e 


AP Adds Wide World 


The New York Times Compan, 
has sold Wide World Photos, Inc. 
to the Associated Press and is dis- 
continuing its sale and distribution 
of pictures in North, Central ang 
South America. The new address 
of the company is the Associated 


Publishing Company, $75,240; John | pany, $83,610; Bror Dahlberg, Celo- tives with 31. William S. Knudsen | Press bldg., 50 Rockefeller Plaz 
S. Brookes, Jr., Hearst Enterprises,|tex Corporation, $81,081; W. D. was the highest paid GM man with New York. 
$85,050; R. E. Berlin, Hearst Maga- Carmichael, Liggett & Myers To- $372,366. His current earning rate ek ‘ 
zines, $101,847; William B. Warner, | bacco Company, $77,173; Edward as defense chief is $1 a year. Programs Name Gottlober k 
McCall Corporation, $113,393; and|Plaut, Lehn & Fink Products .) —_————_—_—___—_ Sigmund Gottlober, director of c 
John S. McCarrens, Cleveland Plain | poration, $90,180; George Washing- . Concert Program Magazines, Ney 7 
Dealer, $171,276. ton Hill, American Tobacco Com. | Moves to New Offices | York, has been appointed national ; 

Rounding out the group of 25 | pany, $420,300; George Washington _ Macquarie Broadcasting Services, | advertising representative for | h¢ h 
were: William S. Paley, Columbia | Hill, Jr., same company, $230,180; Sydney, Australia, has transferred program publications of symphony 

pada 3 “i ‘ ‘ ; * ’ its offices to 138 Phillips street.) orchestras in the following citics 
Broadcasting System, $204,270; Ed- | Colby M. Chester, General Foods The building also houses Station Baltimore, Boston, Cincinnat; n 
ward Klauber, also CBS, $94,485; Corporation, $141,000; Clarence 2GB, key station of the Macquarie Cleveland, Detroit, Hartford, Mia i li 
and F. J. Sensenbrenner, Kimberly- Francis, same company, $127,000; | network, and a transcription sub- Minneapolis, Pittsburgh, Roches'« 


Clark Corporation, $75,735. O. H. Chalkley and A. E. Lyon, sidiary, Artransa, Pty., Ltd. St. Louis and Washington, D. C. | 
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Peace, Carolina 
Publisher, Named 
to Senate Seat 


Washington, D. C., Aug. 5.— 
Rover C. Peace, Greenville, S. C., 
publisher and broadcaster, became 
q United States Senator today upon 

| appointment by Gov. Burnet May- 

A pank of South Carolina. He suc- 

> ceeds the late Sen. Alva M. Lump- 
kin, who died last weekend after 
jess than a fortnight in the upper 
house of Congress. 


Mr. Peace has been a newspaper- 


man since he was 15. Now pub- 
lisher of the Greenville News and 
Piedmont, he began his career in 
1914 He served as a_ reporter, 


while attending Furman Univer- 
sity, becoming sports editor in 1919 
and editor the following year. In 
1924, he was named business man- 
ager, a post which he held until 
becoming publisher in 1934. He is 
also president of Station WFBC. 

Mr. Peace will serve until next 
Oct. 15, when he to be re- 
placed by the winner of a special 
election. He is not a candidate for 
the post vacated by former 
James 
recently to become Associate Justice 
of the Supreme Court. 


Appoints S. M. Goldberg 


1S 


How to Sell, Chicago, has ap- 
pointed S. Marvin Goldberg as 
Eastern advertising manager, with 


headquarters in New York. 


Sen. | 
F. Byrnes when he resigned | 


Plans Tourist Fund 


A plan to coordinate Oklahoma’s 
efforts to promote tourist travel wil 
shortly be presented by a group ~ 
interested organizations to Gov. 
Leon Phillips. This action follows 
a tentative plan presented to the 
governor by a five-man group 
chiefly representing state depart- 
ments. Oklahoma provides no state 
fund for tourist travel promotion, 
but estimates of organization and 
company expenditures total $75,000, 
and the proposed plan will corre- 
late their efforts. 


Names Samuel Wolff 


Samuel B. Wolff has been ap- 
pointed Eastern representative, 
with headquarters in New York, for 
Buying and Business Guide, Chi- 
cago. 


i Pit) l 


OPENER 


Economy Stressed 
in New Campaign 


for Americar 


Only One Car to 
Look At Now, Copy 


‘There's only 
ONE 
to look at NOW! 


Claims S§ 
Toledo, O., Aug. 7.—Recalling a| 
famous slogan with the challenge | } zy! 


“There’s only ONE to look at now!” 
Willys-Overland Motors, Inc., will Te waw 1942 
launch an aggressive fall campaign WILLYS AJ 
for its 1942 Willys Americar with Go Ty 
full-page copy in Automotive News - 
Aug. 18 and in Collier’s Aug. 28. | 
The drive will be backed up by | 
advertising in newspapers, with the | 
same copy and follow-up themes, | 
and with ad enlargements for Ameri- | 
car dealers, red - white - and - blue | 


THE PEOPLE'S CAR 2s == 


This full-page in Collier's Aug. 28 and 
Automotive News Aug. 1/8 will launch 
promotion of the new 1942 Willys Ameri- 
car. It stresses the claim that when it 
comes to practicality and economy, "The 
People's Car’’ really fills the bill. United 


patriotic stickers for cars and trucks, | States Advertising Corporation, Toledo, 
and other promotional devices in a | handles the account. 
hard-hitting appeal for the “truly | 

democratic type of automobile, the | 


people's car.” 


Business Paper 
Advertising Up 
16.4% for July 


Chicago, Aug. 6. July, 1941, 
of 112 business papers car- 
jried 16.4 per cent more advertising 
lthan a year ago, and for the first 
iseven months of the year the in- 
lcrease was 12.6 per cent, according 


Has Jeep Engine, Report 


Without mentioning the competi- | 
tive slogan first employed by an- 

other motor manufacturer in 1932, | 
“Look at all three!”, copy in the | 
initial Willys-Overland advertise- 
ment claims that there’s only one 
car to look at now because “the 1942 
Willys Americar, powered with the 


Issues 


amazing, fuel-saving GO- Devil |to Industrial Marketing. 

engine, is the one The 82 publications in the indus- 
practical car for 'trial group had 20 per cent more 
the millions of advertising in July and 15.2 per 
everyday peo- |cent more for the first seven months. 


a 
ple.” The engine rrade 
said to be the 


same type as the 


group papers, numbering 19, 
| were 2.4 per cent ahead in July and 


22 per cent ahead for the seven- 


IS 


one used in the |month period. 

GO - Devil Jeep | In the class group 11 papers car- 

now being made by the company ‘ried 7.9 per cent more advertising 

for the U. S. Army. |for July and 7.2 per cent more for 
“There’s only one to look at|the seven-month period. 

now—” the message adds, “if you = ; 

want re a reliable, normal- Advances Issue Date 

wa = . y cago Sie poke gee. | The National Jewish Monthly, 

cost you can really afford, even) washington, D. C., has announced 

if defense-time taxes, cost of gas |that hereafter its issues will appear 


and oil, and your cost of living keep | on the 20th of the month preceding 


going higher and _ higher.” ‘date of issue, ten days earlier than 
: F |previously. Closing dates will re- 
Claim 35 Per Gallon main the same, the first of the 


Claims for the 1942 Americar /month preceding the month of issue. 
include up to 35 miles per gallon | 
of gas, 2,000 miles between oil} Heath Named V- P 
changes and savings of as much as | Donald C. Heath, incorrectly re- 
$20 a month for the “only full- | ported in ApverTisinc Ace July 21 
family-size car in the lowest-price |to have been elected president of 
market.” | Walter T. Armstrong, Inc., Phila- 
Dealers are urged to display the | |delphia typographer, — was 
| patriotic sticker on every Willys car |named vice-president. Walter T. 


~ontinues ¢ resident. 
and truck, and the same publicity | Armstrong continues as presiden 


|device is reproduced at the bottom 
of the Willys ad. Each dealer’s kit | 


Print Truck -k Book 


is to include 100 of the stickers|_.The Hastings Mfg. Company, 
boosting the Army’s “Keep ‘em |astings, Mich., and its agency, 
Flying” slogan as well as Americar’s | Keeling & Co., Indianapolis, have 


| produced a new brochure, ““Convoys 
jon Wheels,” which stresses the im- 
| portance of trucks in national de- 
| fense. 


in Baltimore - 
A new, low rate on 


WFER 


| for afternoon hours (2 to 5): 
5-Fifteen minute periods weekly 


$192 


| 
| 
| Subject to dollar volume AND weekly rebates 


fuel economy. 
United States Advertising Cor- 
poration handles the account. 


| Write for details or see the 
| Edward Petry representative 
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LePage’s in Magazines 
LePage’s, Inc., Gloucester, Mass.., 

is using an expanded magazine list 

to promote its products, including 


the new plastic resin gum, in a 

American Home, Better Homes & 

Gardens, Life, The Saturday Eve-| IP) or Oo 

ning Post and Time. In addition | J 


there will be a six months’ schedule | 
of small space in Industrial Arts & 


Naval Expansion Drives 


Vocational Education, Mechanix 

Illustrated, Popular Mechanics, Business Indexes Up at 
Popular Science Monthly and Sci- : 

ence & Mechanics. Terrific Rate 


Shift Parenthood Week 


Dates for the fourth annual ob- 


Norfolk, Va., 
Boush street?” 


Aug. 7.—‘‘Where is 
“Where is the Roy- 


servance of Better Parenthood Week | ster bldg.?” “Where is the Post 
have been shifted to Oct. 20-26, in- | Office?” 
stead of the last week in September If you spend half an hour in| 


as originally planned. Sales aids 
and promotion helps will enable re- 
tailers to tie in with nationwide 
broadcasts and local observances by | 
Parent-Teacher associations and 
women's groups’ throughout the 


Norfolk you realize that the “where 
is’ question is the most 
salutation in town. You hear it on 
the streets, ferry, bus, trolley 
in the elevators scores of times a 


country. day. It has nothing to do with | 
‘ avicnaniaieesainn | amnesia; it’s the cry in the wilder- 
Heller Gets Two ness from more than 70,000 new- 
Heller Advertising Service, New- pancammie Bg 3 to find their way 
ark, has been appointed to handle | * ; wh 


advertising by Richard E. Reade 
Company, East Rutherford, N. J., 
and American Biological & Chem- | her 
ical Corporation, Bloomfield. 


Shell to Radio 


Shell Oil Company, San Fran- 
cisco, launched its first major radio 
effort since Al Jolson’s Shell Cha- 
teau”” when it started “Shell Goes 
to a Party” over a_ six-station 
Columbia Pacific network Aug. 7. 


what is happening to Norfolk and 
sister city of Portsmouth, the 


mouth, with another 65,000 
working in shipyards, 
plants, the sea food 
Ford assembly plant, peanut plants, 
meat packing, and a variety of other 
industries. 


Population Soaring 


More than a billion dollars in 


popular 


and | 


Nothing else so clearly symbolizes | 


“new” Norfolk with 214,000 people | 
_ jas of July 1, and the “new” Ports- | 
all | 
fertilizer | 
industry, the | 


| ‘ , 
Defense Pot Boils Furiously 
Portsmouth Area same month of last year. 


— 


full blast after a temporary curtajj. 
ment due to strikes in Detroit. 
While the number of employes has 
not increased enormously, payroll] 
at the plant during June was 72 

cent higher than during the 


business expansion within the area 


| 


: 720 | government projects has already 
EZ | gotten under way in the Norfolk- | 


Portsmouth - Newport News 
with the Navy Yard and the 
Base 
splurges, but the Army, represented 
by five large camps and forts in the 
area, also contributes its share, and 
a wide variety of industries joins 
the busy chorus. 
Some of the amazing changes 
‘Write fer rates ond spetimen copies that have come over the Norfolk- 
i Hampton Roads area since defense 
<A ERAN EER RT OA Ragan. became the watchword of the na- 


420 Lexington- Avenue, Sew York | tion almost defy belief. Take popu- 
lation. The census taken in the 


To cover this prosperous. mean 
American Market, USE — 


Puerto Rico 


WORLD JOURNAL 


English Daily serving the 
60,000 Americans in Puerto oe 


a e 


Sales Opportunity . 
6oes HIGHER DAILY 


* nNorFoLk 1s Wows LARGEST CITY in Virginia—in 
population and buying power, as of July 1! 50% 
GAIN in past 12 months. Quarter Million ex- 

pected in 1942. 


- NorFOLK 1s Wow LARGEST MARKET on the At- 
lantic Coast south of Baltimore. Population ot 
Norfolk Area now 532,400 —and still climbing 


sharply. 
worroik Wow LEADS IN SALES. Norfolk NEW 
* CAR SALES up 76%! DEPARTMENT STORE 


SALES up 44%! First 5 months of 1941 over same 
period last year. Norfolk leads entire Fifth Federal 
Reserve District in Department Store Sales—next 
closest city trailing by 10%. 


5000 | Jar Pinest Results on New Schedules Include . 


d nicht 
. 2 


COMPLETE NBC 
RED and BLUE SERVICE 


National Representatives: Edward Petry & Co 


Owned and Operated by Norfolk Newspaper, Inc 


creating the most sensational | 


|schedules, the 


SHOPPERS CROWD NORFOLK STREETS 


Scenes such as this are common these days along Granby street, Norfolk's main 
downtown thoroughfare, as shoppers throng the city's stores. 


has caused public utilities ng 
other groups to expand with equa] 
rapidity in order to keep abreast 
of demands. The Virginia Electric 
& Power Company is enlarging its 
power station, laying additicna] 
power lines and purchasing 43 new 
motor buses for Norfolk and Ports. 
mouth at a cost of $6,000,000. The 
Norfolk water department is ex. 
panding its water works and in- 
‘stalling 35 miles of new witer 
|mains at a cost of approximaiely 
| $2,000,000. Portsmouth Gas Works 
|is expanding its facilities at a cost 
of $200,000. 


Public Works Needed 


Two additional floors are being 
added to the building of Chesa- 
peake & Potomac Telephone Com- 


 F- . = 9. ee ee ee ee 


spring of last year showed 361,129 
persons in the Norfolk-Hampton 
Roads area. Now, a bare 14 months 
later, a survey just completed by 
Dr. Lorin A. Thompson of the 
Hampton Roads Defense Commis- 
sion estimates 484,000 persons in 


the same area—a gain of 34 per 
cent. 
And More Coming 
And that’s only the beginning. 


On the basis of defense production 
population is ex- 


|} pected to expand to about 650,000 


| the same period military 


| Yard has 
/1940 to 


| employes 


|vate contractors. 


during the next two or three years. 
The number of workers engaged in 
defense production increased from 
22,142 to 37,521 between April, 
1940, and May, 1941, and during 
personnel 
in the area increased more than 
30,000—a total gain in these two 
groups alone of more than 45,000 
persons. During the same period, 
12,608 housing units were con- 
structed in the area, and the hous- 
ing problem is still far from being 
solved. 

Let’s see what has happened to 
industry, in certain specific cases. 

Employment at the Norfolk Navy 
increased from 9,000 in 
just under 26,000 at the 
present time, with something over 
21,000 of this total being federal 
and more than 4,000 
working under the direction of pri- 
Many of the 
shops are already working three 
shifts a day and the roster of fed- 
eral civil service employes in the 
yard is expected to exceed 25,000 
before the end of the year. And 
in addition, 7,948 officers and en- 
listed men are stationed in the yard 


Huge Fleet Personnel 


At the Naval Base, there are now 
10,256 civilian employes working on 


new construction which includes 
the $15,000,000 Naval Air Station, 
two $3,000,000 piers and two 
equally expensive supply ware- 
houses, as well as a wide variety 
of other projects. The Naval Base 
also absorbs 2,500 civil service 


employes in its daily routine, and 
16,500 officers and enlisted men are 
stationed there. 

The 17,000 men in the 
Fleet whose home port is 
also contribute substantially to the 
business life of the city and area. 
Many of them have families living 
in the city, and most of them spend 
most of their money there. 

That’s a quick picture of the 
Navy's part in Norfolk prosperity. 
The Army’s part isn’t so spectacu- 
lar, but it is nevertheless substan- 
tial, as may be gleaned from the 
fact that there are five camps and 


Atlantic 
Norfolk 


forts, with a _ total personnel of 
36,800. 
These include Fort Story, essen- 


tially a coast artillery camp, with a 


personnel of 4,450; Camp Pendleton, | 


with 3,250: Fort Monroe, with 5,150: 


is just one of several projects for the housing of new residents in the busy area. 


pany to house badly needed addi- | 
tional exchange facilities. Two new > 
bus terminals are being constructed s 
at a cost of over $500,000. Two 
slum clearance projects for negroes ; 
will soon be started to provide | 
approximately 500 family units at : 
|}a cost of about $2,000,000. And the 
Retail Merchants Association has th 
Fort Eustis, with 14,950; and Lang- | again expanded its office space and ? 
ley Field, headquarters of the Army is currently employing twice as . 
Corps, where there are 9,000 large a staff as it had two years 7 
ago. 
At the Norfolk branch of Ford The Hampton Roads Sewage Dis- : 
Company employment has, posal Commission has applied t Y: 
increased from 1,145 last year to | federal authorities for $10,000,000 sh 
1,579 now, and the plant is running to construct a new sewage disposal] on 
co 
NEW NORFOLK RESIDENTS, NEW HOMES . 
$8 
qu 
no 
ing 
se! 
the 
$9 
No 
pre 
na\ 
the 
ma 
con 
Here are some of the homes being completed for 10! families in Suburban Park ne 
Norfolk, where work has already started on additional units for 108 families. This no 
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ADVERTISING AGE 


vstem in the area, and the Hamp- 
ton Roads Regional Defense Coun- 
cil is seeking $22,000,000 for public 
works projects which are urgently 
needed to relieve congestion. 

Railroads in the Hampton Roads 
area are handling a record volume 
of freight and passengers. The Sea- 
board “Airline says its business has 
already exceeded the volume which 
it \ticipated it might be called 
upon to handle in 1944. 


Building Goes Way Up 


Let's take a look at the construc- 
tion ituation. 

Total construction in the area, 
including Norfolk, Portsmouth, 
Norfolk County and Virginia Beach, 
and also including government 
contracts, amounted to $17,309,669 
for the first six months, an increase 
of $4 787,2! 27 over the same period 
last year, despite the fact that last 
year’s total included the construc- 
tion of the $8,500,000 Navy Yard 
drydock. Private home construc- 
tion for the six-month period is 39 
per cent ahead of the same period 
last year. Residential construction 
in the area totaled 1,231 units during 
the six-month period, erected at a 
cost of $3,929,134, while government 
contracts amounted to $11,787,354, 
and the remainder consisted of 
private non-residential construc- 
tion, additions, alterations, etc. 

A new $2,300,000 storehouse for 
the Navy Yard is “all set” and 
construction is expected to start 
before many months. A $4,000,000 
project for the development of the 
old St. Helena Reservation, across 
the Elizabeth river from the Navy 
Yard, designed to take much of the 
ship repair load off the Navy Yard 
and free the latter for more new 
construction, is in the final dis- 
cussion stage. Ultimately this de- 
velopment will involve some 
$8,000,000, including docks, cranes, 
quay walls, new boiler - power 
house, combustible storage, dredg- 
ing, storehouses, 
services and distribution systems at 


+) 


the Navy Yard proper. 
More Naval Construction 


And additional projects totaling 
$9,971,000 for naval work in the 
Norfolk and Portsmouth areas are 
provided for in the $300,000,000 
naval expansion bill introduced in 
the House by Rep. Vinson, chair- 
man of the House naval affairs 
committee, the middle of July. This 
neludes a wide variety of projects 
n this area, including $900,000 for 
housing of enlisted men, $485,000 
for expanding the Naval Hospital, 
$2,560,000 for aviation facilities at 
the Norfolk Naval Air Station, etc., 
etc. 

Private building, too, continues 
it such strides that it is difficult to 
atalog it accurately. June build- 
ng, for example, showed 232 per- 
mits issued in Norfolk, including 
more than 100 for residential con- 
truction, totaling $588,585. This 
Sa gain of $181,775 over June of 
ist year. 

What does all this mean to local 
cusIness and industry? The answer, 


FOR PRINTING PLATES OF STERLING QUALITY 


"HOTO. ENGRAVING in color process 
‘Naeck and white, Ben Day, line. 
YET PROOFING on Four Claybourn 
“omatic 4-color proofing presses. 
‘DAY and NIGHT SERVICE... 
YE. 45th Street, New York, N. Y. 
‘ones: MUrray Hill 4-0715 to 0726 


of course, is obvious. Business is 
expanding as rapidly as it can, but 
its facilities are still lagging behind 
the possibilities. Here are a few 
indexes which at least give the 
flavor of what Is happening in this 
defense-happy area: 

Bank debits for the six months 
ended June 30 were 39.8 per cent 
greater than during the correspon- 


ding period of last year. Bank 
clearings increased 39.4 per cent for 
that period, and during the month 
of June the increase was 115.2 per 
cent over last June. 


Everything Is Up 


Department store sales are re- 
ported as leading those of the 
entire Fifth Federal Reserve Dis- 


trict, with an increase for the first 
five months of the year of 48 per 
cent over 1940. 

Residential telephones numbered 
23,868 on June 1, an increase of 
17 per cent over the 20,381 in use 
a year before. On the same date 
there were 13,628 business phones 
in service, an increase of 11 per 
cent from the 12,275 in operation 


just one short year ago. 

Postal receipts were up 33.6 per 
cent for June, compared with June 
of last year. Automobile sales for 
the first five months were 76 per 
cent greater than the same _ 1940 
period, truck sales were up 70.5 per 
cent, and commercial cars up 60 
per cent. Air express shipments 
in Norfolk increased 182 per cent in 


utility shop and | 


pea 


They're Spending ... 
... AND HOW! 


The government is spending billions here .. . % 
people on the various government payrolls are 
spending ... men in the Army and Navy, thou- 
sands of them, are in Norfolk every day spending 

Their families are keeping the grocer, the 
butcher and other outlets busy from morn till 
night. Retail sales figures continue up and up with 
record gains. After all, Norfolk is quite a big-time Do 
city within itself. Add to the regular spending 
routine, the cash register tune being played by 
the thousands of newcomers who have crowded c \N 
the Norfolk payrolls, and you'll have some idea 


as to the splendid DOLLAR-TIVITY of this area. 
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June, while general business was beach resorts, hotels and rooming FT. STORY, VA., UNDERGOES CHANGES a business in this category of 44) 
reported 57 per cent better for the houses were filled to overflowing per cent of sales, this larger per. 
same period. and traffic at Virginia Beach and centage, however, covering drugs 
: Ocean View, favorite seaside re- sundries, cosmetics, toiletries, et, 
Tourist Revenue Increases sorts, frequently resolved into an In the $20,000 or more busines. 

One other substantial source Of | immovable mass. Last year was a |per year group, the analysis sh ved 
revenue is expected to hit new high | panner year, with over a_ million that other categories representeg 
levels this year. Tourists have | -isitors registering, but local authori- ithe following percentages of busj- 
always been important to the ties expect 1941 to be even greater. /ness: prescriptions, 9.8; drug sun. 
Hampton Roads area, and the large Tourists contributed some $20.- dries, rubber goods, surgical sup. 
numbers of new Navy personnel in 990,000 to the welfare of the com- | plies, 10.8; toilet preparations, toilet 
the area are expected to bring addi- munity last year, and this group is articles, soaps, 9.7; cigars, cigarets, 
tional thousands of parents, rela- confidently expected to increase its tobacco, 16.1; meals and fountain, 
tives and friends to the neighbor- contributions by at least 25 per cent |16.8; beer and wine, 1; liquors 
hood. A_ foretaste of what the this year. (packaged goods), 4.6; candy, nuts, 
summer holds in this regard was Pi es groceries, etc., 4.7, and other sales 
given the community over the ‘ 3.3. 
Fourth of July weekend, when Honor Reid, Murdoch Vets Those stores doing a busines-~ of 


Kens OF KNOWING lope 


LAUREL IMPROVED 
OFFSET LITHOGRAPHY 


for EFFECTIVE, ECONOMICAL 
BOOKLETS + FOLDERS 
MAILING PIECES 
SLACK & WHITE. COLOR WORK 


FREE DESCRIPTIVE 
MANUAL ON REQUEST 


SINCE 


LAUREL PROCESS COMPANY = 


480 CANAL STREET NEW YORK TO Know 
Walker 5.3030" . ° 


of Reid, Murdoch & 
who have been with 
the company 10 years or more are 
honored in a 40-page booklet enti- 
tled “Eighty-Eight Years of the 
Monarch Family” with an individual 
| picture of each veteran. Topping 
the list is John MacMahon, chair- 
man of the board, who has been 
| with the company 58 years. 


Rice Baking to Schautz 
William A. Schautz, New York 

has been appointed agency for Rice 

|Baking Company plants at Balti- 


Employes 
Co., Chicago, 


‘lof only 800 


As at countless other Army and Navy centers, workmen have been busy con- 


structing new homes for servicemen in the Norfolk sector. 
buildings are for the 7Ist, 246th and 2nd Coast Artillery. 


These cantonment 
In the left foreground, 


a cold storage building is under construction. 


Gets First Newspaper 


Charlestown, Ind., 


}and now has 16,000, 


its first newspaper, 


whic ; 


inhabitants lz 


is now 


boasted 
last year 
reading 


the Free — 


|more, Wilmington and Newark. This 

is in addition to the Rice Baking|published by Victor Green 
Company plant in Washington, |lisher of the Banner, Pekin, ind. 
D. C., which the agency has been|Near Charlestown are booming 


handling since last spring. 


defense plants. 
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FIRST ---IN THE FIRST FIELD OF ACCESSORY 


Winter Check-up Sales 


Over 2600 a Minute! 


And not for just one minute, either. Every minute, of 
every hour, of every day, seven days a week — the 
readers of The SUPER SERVICE STATION make over 
2600 sales contacts with car owners, per minute! 


No wonder these wide-awake, sales-minded re- 
tailers get the bulk of all car owner retail sales, 
especially for winter check-up. 
These service men are now making ready for this 
winter sales harvest. And now is the time to prepare 
for a dominant advertising schedule in these four 
Winter Sales issues—September, October, November, 
and December. 


"Suyoor Srcrvice Station 


Tribune Tower 


Chicago, 


eg teks 


SALES AND CAR SERVICE! 


Drug Stores Are 
Still Drug Stores, 


1939 Census Finds 


Commodity Sales Are 


Analyzed in Various 
Categories 
Washington, D. C., Aug. 6.- 


Drug stores are still drug stores in 
spite of much comment to the con- 
trary, according to an analysis of 
1939 drug store commodity 
just released by the U. S. Bureau of 
the Census. Of the 24,258 stores 
with or without fountains doing a 
business of $20,000 or more that 
year, the 58.9 per cent whose com- 
modity sales were analyzed _ indi- 


cated that 24.3 per cent of their ac- | 


tual business was in drugs, chem- 
icals, medicines and compounds; 


while of the 33,645 drug stores do- 


ing less than $20,000 worth of busi- 


sales | 


less than $20,000 a year whose com- 
modity sales were analyzed did 134 
per cent of their business in pre- 
scriptions; 13.8 per cent in Cigars. 
'cigarets and tobacco; 12.2 per cent 
|/in meals and fountain; 1.1 per cen; 
|}in beer and wine; 2.3 per cen? jp 
\liquors (packaged goods), and 13) 
|per cent in other sales including 
candy, nuts, etc. 


List Total Sales 


The 24,258 stores doing a busi- 
ness of $20,000 or more had _ tota! 
sales in 1939 of $1,211,943,000 while 
ithe 33,645 doing a business of less 
‘than $20,000 had total sales. of $350,- 
559,000. 

Commodity sales are broken down 
|by dollars and percentages accord- 
ing to geographic divisions, states 
and cities of more than 500,000 jop- 
ulation in drug stores with and 
| without fountain doing a_ business 
of $20,000 a year or more and like- 
/wise those doing a business of less 
than $20,000 a year. There also j 
an analysis of drug stores with and 
without fountain according to per- 
sonnel, pay roll and stocks. 

“Comparisons with the 1929 com- 
analysis should be mad 
with extreme care,” 


| modity 


says the report 
“in view of the fact that the 1929 
data are based on a limited sample 


restricted to cities and stores of cer- 
tain sizes.” 
Insurance Co. Appoints 


The Illinois Traveling 
|Health Association, Chicago, has 


| appointed Goodkind, Joice & Mor- 
ness the 56.9 per cent analyzed did | 


gan to handle its advertising. 
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Are your sales in this booming market keeping pace? 


Most successful advertisers in Schenectady use the bulk 


of their space in the Gazette. 


The Gazette regularly 


carries twice as many classified advertisements as any 


other Schenectady paper. 


all-time high,—27,800 in 


Its circulation is now at an 


June, 1941-—still larger and 


stronger than the circulation of any other Schenectady 


newspaper. 


The Gazette is the only single edition paper 


in Schenectady and is 92°/, home delivered. No premium 


has ever been used to sell 


a subscription to the Gazette. 


SCHENECTADY GAZETT 


REYNOLDS-FITZGERALD, INC. 


National Representatives 
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Reported by the 
Edited by RALP 


What. No Power? 


Despite the proposal from Wash- 


net to declare daylight saving 
time on a year-round national basis 


a means of saving electric power 


as 


for defense requirements, “what- 
ever future developments may 
pring. so far, to our knowledge there 
have been no appreciable power 
short: ges anywhere,” says Power 
Plant Engineering for August. With 
the exception of the TVA area and | 


n New York state—which have had 


water shortages—there is no justi- | 
Acation for the impression given the 
general public of severe impending | 
power shortages, the editorial de- | 
clares 

While the Federal Power Com- 


mission reports, even On the basis 
of unrevised December estimates of 
1942 demand, that the 5,751,615-kw. 
ff new capacity scheduled for oper- 


ation in 1941 and 1942 will fall 
come 570,000-kw. short of meeting | 
the expected demands of power in | 
certain areas in the country, the | 
publication cites recent figures of | 
the Fdison Electric Institute which 
ndicate that the total amount of | 
new generating capacity being | 
added in 1941 and 1942 will be over 


7,500,000-kw. hr. 
and to our 
“it is 


“If this figure is 
knowledge,” says 


based on reliable 


correct, 
the editorial, 
estimates, 
be ample capacity in December, 
1942, to take care of the 570,000-kw. 
estimated shortage referred to. 


The Business Digest 
Significant Developments in Trade and Industry as 


| reference 


it appears that there will | 


Business Press 


H O. McGRAW 


where more specific instruction and 
education can be given retail deal- 
ers in assisting them to make the 
necessary conversions permitting 
the use of hard coal in heaters now 
equipped to burn oil. The labora- 
tory staffs are concentrating their 
entire time in studying every phase 
of standard and special grates and 
grate replacements. 

The Scrap Over Scrap 


In reporting the situation 
to the shortage of 


with 
iron 


and steel scrap which may cause a 
shutdown of some steel mills and 
foundries, Steel, for Aug. 4, quotes 
Eugene G. Grace, president, Beth- 
lehem Steel Corporation, and E. C. 
Barringer, executive secretary, In- 
stitute of Scrap Iron and Steel, Inc., 
on the reason for the emergency. 
Mr. Grace, who describes the situa- 
tion as bad, attributes much of the 
scarcity to heavy exportations over 
recent years, and points out that a 
substantial tonnage of scrap is being 
lost to this country by heavy ship- 
ments of semi-finished steel to 
Great Britain, which he suggests 
might be corrected by finishing the 
material before shipment. 

On the other hand, Mr. 
says “the steel mills are 
ing the public the whole 


Barringer 
not tell- 
truth 


mills have 
rapidly in- 
with the 
country 


about scrap. The 
failed to indicate the 
creasing demand together 
fact that throughout the 
they are not only engaged in rec- 
ord-breaking defense work, but are 
also manufacturing the usual con- 
sumer Furthermore, when 
prices of scrap were abnormally low 


goods. 


the mills refused to purchase it, 
which resulted in the original 
exportation of scrap to foreign 


countries. In slack periods the mills 
expect the scrap dealers to be their 


bankers and hold the scrap for 

them.” 

“Dispatch” Raises Price 
The Dispatch, Columbus, O., has 


advanced its single copy price from 
two to three cents 


Moulton Rejoins Popular 
A. H. Moulton, for ten years 
Western manager of Popular Pub- 
lications, has rejoined that organi- 
zation in the same capacity, with 
headquarters in Chicago 


Union to W. I. Tracy 


Union Food Products, Brooklyn, 
manufacturer of concentrated soups, 
has named W. I. Tracy, Inc., New 
York, to handle its advertising. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing— Mimeographing 


THE LETTER SHOP, Inc. 


440 S. Dearborn St. Wabash 8655 
CHICAGO 


‘It is very necessary to anticipate 


‘ all possible future power demands, 
, ind thus far, the utilities have been 
" doing a good job in that respect. 
\e Ill-advised comment on the power 
sg situation without regard to facts 
; can do nobody any good,” the edi- 


tor concludes. 


Coal Prepares to 

ns Rescue Oil Heaters 

vas Joth consumers and 
retail dealers are being advised by 
the anthracite coal industry that it 
s fully prepared to help them meet 
iny possible contingencies arising 
frem a possible oil shortage due to 
the national defense emergency, 
The Black Diamond reports. The 
gencies of the industry are already 
set up to give major assistance 
through their large field staff of 
eating men in _ principal cities, 
equipment display rooms and com- 
bustion engineering laboratories. 
Consumers are being told that “with 
elatively few exceptions, existing 
il fired boilers, furnaces, and stoves 


} . : ‘ : 

; can be satisfactorily fired with 
inthracite by replacing the oil 
burner and thermostatic control 


equipment.” 

Instruction sheets containing data 
n “How to Change Heating Equip- 
ment from Oil to Anthracite,” have 
geen sent to 10,000 retail anthracite 
dealers. In addition, it is planned 
)hold merchant meetings through- 
ut the anthracite-burning area 


anthracite | 


_ WITH Ed.qu 


wire. 


i Sew 2 la Te 


“a reduction of sales-resistance induced by pleasure in perusal 


One of a series 


For 50c, Esquire gives you an expression 


interpreting SM, 
e 


that advertisers pray for, these glummed-up 


days. It’s Esquire’s 


trick . 


SMileage that turns the 


. turns a news-woozy idler into a 


pleasant, interested prospect. Put your trust 


(and your ad) in Esquire, 


Mr. Advertiser, 


and get better SMileage for your money! 
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Mutual Life of Canada 


Pushes “Victory Policy” 
Mutual Life of Canada is 


using 


— ae 


Nippon—may not be used on st 
tionery or on any other 
not originating in Japan. 

Old Madrid —as 


product 


full page insertions in 180 Canadian 
newspapers and smaller space in 
magazines to promote its new low 
premium “Victory Policy,” designed 
to permit people to invest a certain 
amount of their savings in war sav- 


‘Dictionary of Verboten Terms’ 
Completes Terms of Origin 


manufactured 
States, 


in 


the 


discontinued. 


name of soap 


Old World—in “From the old world 


to the new” 


ings certificates and loans without 
sacrificing life insurance protection. 
Following the introductory cam- 


Words, Expressions, 
Statements Must Not 


[Editor’s Note: 
“Dictionary of Verboten Terms,” 


Statements and Representations labels, 


Si Griffis, Relating to Origin. 


formerly advertising 


(Continued) 


doings of the Roman senate on 
specially constructed bulletin boards. 
He would have thrilled at today's 
better offset produced by Roto-Lith. 


toilet articles. 
Made—representation that product 


This is the sixth of a series of 12 installments of the 
unusual project developed by | 
Harry Hibschman to present as complete as possible a list of terms, | 


advertising material or sales promotion. 
This week’s installment completes the list of words, terms, expres- 


every case it gives the context of the words or phrases which have 
made the terms unacceptable to the FTC.| 


in advertisements of 


razor blade sharpeners manu- 
factured here, discontinued by 
stipulation. 


Orient—use of, 


in connection with 


paign, Mutual will advertise the Mislead, FTC Holds jewelry, perfume, clothing or 
oo oF aa Seay a special “Vic- expressions and phrases which have been frowned upon by the other products made in this coun- 
ory Panel” in its regular copy Federal Trade Commission and the courts. Remaining installments : , 
, > Pps , , Ts 1 : oe ° ‘ try, will not be allowed. 
schedule. J. Walter Thompson By HARRY HIBSCHMAN will be published weekly in ApvERTISING AGE. When completed, the | paree—as indicating French ori 
Company, Toronto, is the agency. : - ‘ . : , se as z gin, 
: 7 VI series should furnish an exceptionally useful guide to every marketing banned. 

Words, Terms, Expressions, and advertising executive in any way responsible for trademarks, | paris—among terms and state ‘i 

Griffis Joins Agency ng d statements 


banned as implying French orig n: 


irector > News He r : “4 (a) “We call our designs fashions 
iter aga gine he ange Mhekosot L’Orient—discontinued as to jewel-| sions, statements and representations relating to origin; next week’s from Paris.” 
tive staff of McConnell. Eastman & ry manufactured in the United installment will discuss composition. oe (b) “Paris Cables——— 
Co., Ltd. : States. While the idea for a comprehensive collection of such material is (c) “Paris 5683,” as alleged tele. 
London—may not be used in such not new, Mr. Hibschman’s series should be of tremendous value for phone number. 
a manner as to indicate that a ‘%@verTal reasons: it is the most complete and extensive list ever pub- (d) “Use Paris Fur Fashions. 
fabtar product was manufactured in, or lished, so far as is known; it lists terms and phrases alphabetically, Persian—may not be applied to 
Big oktagus Ad Wan comes from, London or England, making them easy to locate for reference purposes; it discusses terms rugs not of Persian origin. 
Way baek in ov B, C. he advertised as in “Yardley of London” on under ten specific types of relationship to products advertised; and in | pierce - Airo — with an arr: W, 


banned in connection with radio 
receiving sets as indicating manu- 


ROTO-LITH CO. 


201 N. WELLS ST. CHICAGO. 


DEA.8S5S7 + HEM.22il. 


was made in a particular country 

will not be allowed, when not 

true. Examples: 

(a) “Made in America by Ameri- 
can Workmen.” 

(b) “Made in England.” 

(c) “Made in U.S.A.” on 


lamps 


made in part in a foreign coun- 
try by foreign workmen 
In a number of cases the plates or 
other marks showing a product to 
be of foreign origin have been re- 
moved, covered or otherwise con- 


Enrich 


Our advertising 


with 


Vitamin P 


—the profit vitamin 


Made in— 


Manchurian—‘Manchurian 


Marlin—on 


New 


cealed and ‘Made 
substituted, for 


in U. &. A.” 
instance, on 
bicycles made in Japan and on 
meteorological instruments 
made in Germany. Such a prac- 
tice will not be tolerated. 

-Style or Fashion—claim 
that product is, like ‘Made in 
English fashion,” of hosiery, will 
be banned if untrue. 

Linseed 
Oil” discontinued for oil not from 
that country. 


Marca Italia Marcala—discontinued 


by stipulation. 

razor blades not made 
by the Marlin Firearms Company, 
banned, unless properly qualified. 


McGregor - made — claim discon- 


tinued for medical instruments 
not made by the company bear- 
ing that name. 


Mt. Olive—use of name for coal not 


mined in Illinois district known 
as Mt. Olive, discontinued. 
River—Order of FTC that use 
of this name for coal mined from 
75 to 100 miles from the New 
River District affirmed by federal 
district court be discontinued. 
Said the court: “That the brand 
‘New River’ has acquired a par- 
ticular significance in the coal 
trade, both to the dealer and to 
the consumer, cannot be doubted. 
. That the use of the words is 
of value is shown not only by the 
testimony but is to be presumed 
from the fact that the respondent 
has shown itself so anxious to 


use and continue to use the 
words ‘New River’ in its busi- 
ness. . . That such a course con- 


stitutes an unfair method of com- 
petition is plain.” 


Pikesville — use of, 


Poplin — indicates a 


facture by Pierce-Arrow Motor 
Car Company. 

as name of 
whisky not distilled or produced 
at Pikesville, Md., banned. 


Pocahontas—as name of coal mined 


near Pocahontas, IIl., without in- 
dicating the state, is not permis- 
sible, as the real Pocahontas coal 
district lies in the state of West 
Virginia. 

dress - goods 
having a warp of silk and a filler 
of worsted and may not be ap- 
plied to a product made of other 


materials. “Kerry Poplin” is the 


DEPENDABLE 
MARKET 
RESEARCH 
TABULATING 


Complete facilities and long ex- 
perience enable us to meet the 
exacting demands of agencies, 


publishers and marketing analysts. 


FREE Booklet 


Write today for your copy of the 
free booklet, 
Research." 


"Economy in Market 


RECORDING & STATISTICAL CORP. 
102 Maiden Lane, New York. N, Y. 


BOSTON CHICAGO 
MONTREAL 


DETROIT 
TORONTO 


sales and better 


1 The New York 


Vitamin P is what makes advertising pay off quickly in bigger 


profits. And Vitamin P is what your advertising gets lots of 


Times Magazine: 


1) Because The New York Times Magazine concentrates the power of America’s 


leading Sunday advertising medium in the world’s biggest market, now bigger 


Sie away ~ 


reins, 


REFRIGERATING EQUIPMENT [po 
Brprcdows 


— 


ms 


oo PWR NEWS» 


Pe ay 
4c 
| aaeete Are ae mat | ee ate: 
3 Lone 


~LOONOWZER 


$79 to $85 a month to place a 
factual advertisement for your 
product before more than 52.- 
000 active plant operating men 
in the larger plants in all indus- 


— and busier than ever; 
2 
= 2) Because The New York Times Magazine carries the power of America’s lead- 


i 


ing Sunday advertising medium into busy-buying markets all over the country. 


Ask us about Vitamin P today. 


that makes copy-testing a profitable operation. 


The New Pork Gimes Magazine 


.. and about a split-run copy-testing plan 


tries... 


ating 
Write for 


i 


Member NBP 


when and where they 
now look for their current oper- 
requirements, 


“TI 
1c 


INDUSTRIAL EQUIPMENT NEWS 


“Industry's Original Monthly Product 
Information Service” 


Started 1933 


Thomas Publishing Co., 461 8th Ave., New York, N. Y. 


Details? 
IEN PLAN.” 


Member CCA 


——= 
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name of a fabric that has been | 
woven by hand in Ireland for | 
centuries and it may not be used | 
for or with a product made else- | 


where. 


pride of England—may not be used | 
as name of Worcestershire sauce | 


made in this country. 

Ques Victoria—with royal coat of 
arms on needles not made in Eng- 
land, banned. 

Red River—‘“Red River Cobblers” 
as name of potatoes grown in an- 


other district ordered discon- 
tinued. 
Rochester—on or in connection with 


clothing not manufactured in 
Rochester, N. Y., banned. 

Royal Warrant—as name of cloth 
or garments not manufactured in 
Engiand, banned. 

Saaze banned in “Saazen Malt 
Syrup” and “Saazen Hops” when 


Waltham—in 


ordered discontinued and will not 


be allowed. The same rule ap- 
plies to peanuts or any other 
product. 


trade name or as 
brand or on label of fountain pens 
not made at Waltham, Mass., dis- 
continued by stipulation. 


Westminster—may not be used in 


connection with a product not of 
English origin, as in name “House 
of Westminster, Ltd.,” by an 
American tobacco company, or in 
name “Westminster Woolens” for 
cloth manufactured in this coun- 
try. 


| Wheeling—may not be used as name 


of cigars or stogies, especially 
of the latter, not manufactured at 
Wheeling, W. Va. 


|Windsor, Duke of—use as name of 


referring to an American prod- | 


uct 
Sanuki—in connection with soy 
beans raised in this country 


ordered discontinued as indicating 
Japanese origin. 

Scot-Tex—may not be used on 
cloth or other product not coming 
from Scotland. 

Shefield—on razors not made in 
Sheffield, England, banned. 

Spanish—in name “Spanish Herb” 
for medical preparation ordered 
discontinued, where product con- 
tained no ingredients of Spanish 
origin. 

Squaw—banned in name of a med- 
ical preparation not made by In- 
dians nor according to an Indian 
prescription. 

Swedish—use of, discontinued by 
stipulation in: 

(a) “Viking Swedish Peat Moss.” 
(b) “Svenska Peat Aktietolaget.” 
(c) “Arrangements have been 
perfected for exporting the 
finest of our Swedish Peat Moss 
to America for distribution di- 
rect to user at considerable sav- 


o 9? 


ings. 
Swiss and Switzerland—as trade 
name for cheese of American 


manufacture, or in expression 
Direct from Switzerland” with 
watches or jewelry made here. 

Tampa—in name or in connection 
with cigars or stogies not made at 
Tampa, Fla., not allowed. 

Tamur—may not be used as name 
of or in connection with rugs 
manufactured in this country. 

Trinidad Lake—as name of asphalt 
not from that lake, not permis- 
sible 

Troy—in name or in expression like 
“Troy Tailored” not allowed with 
shirts or other articles not manu- 
factured in Troy, N. Y. 

Tuscany—banned in name of 
made in this country. 

Vermont—use of name by dealers in 
granite products for such products 
not obtained from that state 
ordered discontinued. 

Vienna—any name, term or expres- 
ion implying that a product, such 
is beer, comes from that city, 
vhen that is not the case, will be 
banned. 

'gmia—the use of the name “Vir- 
ginia” with ham and other meat 
roducts prepared and packed in 
‘hicago, and in the name of the 
mpany marketing the same, was 


es 


KWKH 


SHREVEPORT 
LOUISIANA 


covers® the 


lace 


Central southwest 
‘0,000 WATTS 


££ oes 


REPRESENTED BY er. 
Wt BRANHAM COMPANY 


1) 


Wisconsin—"Pride 


Wyoming—use of 


tobacco pipes manufactured in the 
United States prohibited. (Use 
of name, being that of a living 
person, without written permis- 
sion, also constitutes invasion of 
privacy.) 

of Wisconsin” 
banned as name of a beer not 
brewed in Wisconsin. 
oodstock-—with picture showing 
English scene, banned in name of 
goods or products not of English 
origin. 

name alone, or 


with state map, 


Yale—may 


Yarmouth—may 


Yukon—banned as 


name of, or in connection with 
marking of, a product not manu- 
factured or produced in the state, 
such as leather goods or coal. 
not be used as trade 
name for, or for names of pub- 
lisher of, books not produced by 
or under auspices of Yale Uni- 
versity; nor as name of commer- 
cial product not manufactured in 
New Haven, Conn., unless true 
name of inventor or manufacturer 
is “Yale.” 

not be used as 
in connection with, 


name of, or 


products not originating either at | 


Yarmouth, England, or at Yar- 


mouth, Nova Scotia, as in the case | 


of lobster and other crustaceans, 
sold fresh or canned. 


York, Duke of—see ‘“‘Windsor, Duke | 


of.” 


Youngstown—may not be used alone 


or with map of Ohio to indicate 
that goods manufactured else- 
where were manufactured in that 
city. 


Ypres-—use of, as name of lace or 


any other product made in this 
country, not permissible. 

name of fur of 
animals not caught nor grown in 


Alaska nor in the Yukon region of | 


Canada. 


| Zeeland—use of, as name of cheese 
prohibited in| 


made in this country, prohibited. 


Telaspeed Poster Flashes Calavo Growers to J-W-T 
Rate of Car’s Speed __ J. Walter 


Thompson Company, 
‘ : a wf {Los Angeles, has been named by 
“iggs-Cooper § : ‘ . . 

Griggs-Cooper & Co., St. Paul, the Calavo Growers of California to 

has undertaken sponsorship of a 


handle the association’s advertising 
unique advertising medium KNOWN | go> the 1941-42 crop 


as the Telaspeed sign, an actuated | 
safety sign which flashes the speed 
of oncoming cars. Two electric 
photocells, spaced 36 feet apart, are | 


Begins FM Schedule 


The Don Lee broadcasting system 


used to estimate the car’s speed. | js initiating its first FM commercial 
On the poster board erected near|broadcast Aug. 11 over Station 
the highway, appears the legend|K45LA. After the first broadcast. 


“Junction Ahead. Your Speed Over |the schedule calls for broadcasting 


- from 10 a. m. to 10 p. m. daily. 
Installed near a dangerous junc- 

tion, the sign promotes Home Brand 
| coffee, along with highway safety. 
|Griggs-Cooper & Co.’s agency is 
Harold S. Chamberlin & Associates, 
St. Paul. Telaspeed was developed 
by the Traffic Actuated Safety Sign 
Company of St. Paul. 


MacDonald-Cook Named 

U. S. Slicing Machine Company, | 
La Porte, Ind., has appointed Mac- | 
Donald-Cook Company, South Bend, 
as its advertising agency. Direct | 
mail and business papers will be 
| used. 


Squirt Names Kent 
| Steve Kent. formerly with Chrys- 


RAPID COPY SERVICE CO. 


ler Corporation and Ford Motor e 123 N. Wacker Drive . .. CHICAGO 
Company, has been named _ sales © 415 Lexington Ave. .. NEW YORK 
promotion manager of the Squirt © Ninth-Chester Bidg. . . CLEVELAND 


| Company, Beverly Hills, Cal. 


The‘yellow pages’ of the telephone directory 
meet the test with flying colors 


“We'll try this dealer identification service in a 
few directories. Let’s see what happens.” 


Many companies which have tested this service in a few directories have extended their use of 
it. Let us show you how it can benefit your business by directing prospects who want your prod- 
uct or want it serviced to your local representatives. And that’s of particular value today in 
keeping the good will of your dealers. For details just call the local telephone business office. 
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GOODYEAR TIRES 
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“WHERE TO BUY IT” 


rune &. 1 Distributors 
ue 3 id On Easy Terms 
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An example of this directory identification service. 
Note how easy it is for prospects to find dealers, 


Hence, 
Good- 


other 
on any of the 


DEALERS 


FR ankin-751° 
L anders- 


r HI land-332 


LATER: “Results were so good that now we want 
to use directories wherever we have distribution.” 
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BBDO Elects Moore 


W. Franklin Moore, = account 
executive at Batten, Barton, Dur- 
stine & Osborn, New York, has been 
elected a vice-president. Mr. Moore 
has been with the agency for 25 
years and has been account execu- 
tive on Armstrong Cork Company, 
Lancaster, Pa., for the past 17 
years. 


Changes Name 

The publication Western Brewing 
World has changed its name to 
Western Brewing and Distribution. 
It is published by the Occidental 
Publishing Company, Los Angeles. 


waht 


CHROMART 


— Print from Kodachrome 


- 
e The ultimate in copy for process 
plate work! @e Can be retouched as de- 
sired and fitted into art work. @ Gives 
new reproduction perfection — stops 
all technical alibis. e Captures Koda- 
chrome’s full richness — price $38.00 
up—reduces plate cost— Investigate! 


PHOTOCHROME 

COLORPRINT LABORATORY 

837 N. Fairfax, Hollywood 
“Overnight by Plane” 
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"Be Safe—-Use Coal’ 
Theme Included in 


New Fall Drive 


| New York, Aug. 6.—Dividing its 
12th annual campaign for blue coal 
‘into three distinct phases so as to 
allow for seasonal changes in copy, 
Delaware, Lackawanna & Western 
|Coal Company this fall will use 275 
daily and 50 weekly newspapers, 
‘together with a weekly network 
| radio program. 
| Newspaper insertions will start 
| the first part of October, with the 
linitial phase lasting nine weeks. 
| After a lull during the Christmas 
|holiday season, another nine-week 
(drive will be launched in mid- 
| January, with the final spring phase 
| starting in April. 
Copy will point out that by the 
| use of a thermostat, which regulates 


| the furnace damper, the same auto- | 


|matic heat control can be obtained 
| with coal as with oil. This thermo- 
|static control feature will receive 
| more emphasis than in past years. 
|Although the company does not 
}now plan to mention possible fuel 
| oil shortage, the phrase “be safe 

jand use coal” will 
| copy. . 
For the eighth consecutive 
ithe company will sponsor 


year 
“The 


Shadow,” starting Sept. 28, over 31 


stations of the Mutual Broadcast- 
ing System in northern’ United 
States and in Canada. Ruthrauff 


& Ryan handles the account. 


Okiaheme Bans Posters 
On All Its Highways 


Oklahoma _ highways’ will be 
cleared of panel posters and other 
commercial advertising signs by 
Aug. 15 in a sweeping move by the 
state highway commission. Chair- 
man S. H. Singleton said the com- 
mission had already given notice to 
six firms with contracts which the 
state is permitted to cancel with a 
30-day notice. 

No commercial signs will be 
allowed on the right of way, Sin- 
gleton said, and even those 
giving the mileage will be removed 
where they are commercial. 
signs directing motorists to 


highways. 


Sells Newspaper 


Lincoln O’Brien has sold the Daily | 


News, Athol, Mass., to Edward T. 
Fairchild of the Providence Jour- 
nal-Bulletin and Harold M. Evans 
of Amesbury, Mass. 


Gets Finance Account 


appear in the | 


Anderson, Davis & Platte, Holly- 
wood, has been named by Personal 
Finance Company, Los Angeles, to 
handle its advertising. 


Signs | 


Only | 
parks | 
and memorials will be left upon the | 
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@ Indiana happens to be an ideal test market 
—and the facilities of new full-time WIBC 
are an ideal way to reach that market. 

The fact that Van Camp is a name in which 
American housewives have had confidence for 


80 years is a tribute to astute merchandising 


as well as quality foods. So 


follows that WIBC puts out a “quality prod- 


uct” too, or it wouldn't have been chosen for 


this important test. 


omens ~ 


OFFICES AND STUDIOS ON NINTH FLOOR + INDIANAPOLIS ATHLETIC CLUB 
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A good clear signal — 5,000 watts, non-direc- 


tional—covers Hoosierland and edges well 
into the surrounding states. WIBC does a 
merchandising and sales job because WIBC’'s 


first concern is a large and loyal listening au- 


Then we follow that with sound coopera- 
tion—and the result is—RESULTS. 


If you've a product to sell Hoosierland get 


in touch with WIBC. 


Indiana’s Friendly Station Serves Hoosierland 


~*+« WIBC «+> 


INDIANAPOLIS 


Affiliated with the Mutual Broadcasting System 


Represented by HOWARD H. WILSON CO., New York, Chicogo, Konsos City 


| 


Getting Personal J 


Those handsome silk shirts being sported by C. S. O’Donnell, vp. 


and Joe Keeley, publicity director at J. M. Mathes, aren’t really 
throwback to World War prosperity. 


The yardage was made ayail- 


able by a client, Cheney Silk Mills, after rejection by the eagle-eyeq 
inspectors who insist on perfection for parachute fabrics. . . 

To spotlight the arrival of his latest offspring, Walter J. Weir o; 
L&T sent out an announcement in the form of a book jacket. “T 


FROM THE TAP 


Following annual practice, Harry Mac- 
Conaughey, vice-president and general 
sales manager for Dole Hawaiian Pine- 
apple Company, Ltd., visits its Honolulu 
canning plant and takes a cup of cool 
pineapple juice fresh from the faucet. 


is Karyn” was described as the 
work of Kathryn and W. J. Weir, 
authors of “Christopher,” 1934. 
“Anthony,” 1936 and “Starring 
Stephen,” 1939. Among “crit 
comments” was one by “Mis- 
topher Crorley”—“*Much smooth- 
er throughout—with none of the 
unevennesses of the Weirs’ ear|- 
ier work.” The “Book” was 
“published by Dr. V. G. H. Wal- 


lace at the Stamford Hospital, 
Conn.” Illustrating the jacket 
was a photo of the little lady 


herself. . . 

John Malone, of J-W-T’s in- 
ternational department, is cele- 
brating the arrival of his second 
son. His wife, the former Elea- 
nor Scherer, was formerly as- 
sociated with Jergens-Woodbury 
in the ad department. . . 

Currently honeymooning at 
Nantucket, Mass, is Rex Cedar, 
head of the New York agency 
His bride is the former M: 
Eileen James Farmer, of New 
\., a 

Thomas Luckenbill, of J-W-'T's 
radio department, has leased an 
apartment at 66 E. 79th street. 

William B. Ziff, pres., Ziff- 
Davis Publishing Co., Chicago 
and New York, was awarded the 
diploma d’honeur by the Inter- 
national League of Aviators at 
the Mayflower Hotel, Washing- 


ton, D. C., Aug. 8, with Sen. Patrick McCarran making the presenta- 


tion. 


. Harold H. Kynett, of Aitkin-Kynett Company, Philadelphia 


agency, lost his 43-foot cabin cruiser, The Black Penny, as a result 
of a mysterious explosion and fire while the craft was moored at 


Boothbay Harbor, Maine. . . 


The John Falkner Arndts, of John 


Falkner Arndt & Co., Phila- 


delphia agency, are spending weekends at Colonial Village Swimming 


Club teaching their children to swim. 


Bert Lebhar, Jr., WHN’s 


director of sales, has been spending a week’s vacation defending his 


title at the National Championship 


Park, N. J. 
won the world’s title. . . 


Bridge Tournament at Asbury 


He captained the masters team of four last year which 
I L 


Don Belding, mgr. of Lord & Thomas’ Los Angeles office and presi- 
dent of the PAA, added another chore to his many duties with his 


election to the board of directors 


Commerce. . . 


of the Los Angeles Chamber otf 


Merrill C. Meigs, former publisher of the Chicago Herald-American, 
took time off from his defense duties Aug. 1 to marry Mrs. Blanche 


McKeever of Chicago. 
head of OPM’s aircraft 
aerial trip to England. . . 


Mr. Meigs, familiarly known as “Babe,” is 
division. 


He recently returned from an 


Giovanni Suter, Hedrich-Blessing Studio, Chicago, is teaching fel- 
low photographers, during a month’s leave of absence, at the Winona 


School of Photography, Winona, Ind. 


The school operates in con- 


junction with the Photographers’ Association of America. 
Men of Griswold-Eshleman Company, Cleveland agency, turned the 
tables on the company’s directors by entertaining them at a_ golf 


party Aug. 1. 
The company 
will operate 
with only a 
skeleton force 
the last two 
weeks in Au- 


gust when the 
agency has _ its 
annual vacation 
period. . . Al- 
bert C. Evans, 
in charge of air 
conditioning 
sales promo- 
tion for the 
York Ice Ma- 
chinery Corp., 
is now in U. S. 
Army service 
at Fort Belvoir, 


MORE REVENUE FOR UNCLE SAM 


Milton H. Biow, president of The Biow Company, the agency 


.; oe looks on as Alfred E. Lyon, executive vice-president of Philip 


William A. 
Kale, advertis- 
ing staff, Index- 
Journal, Green- 
wood, S. C., 


Morris & Co., lifts a handful of internal revenue stamps for 
the cigaret packaging machine in the company's miniature 
factory on the Atlantic City boardwalk. 

tators a day visit the new Philip Morris showplace. 


Almost 4,000 spec 


who resigned recently to join the Canadian air force, has been su“ 
ceeded by Howard Cooper, formerly with the Laurens Advertiser 


That 756-pound tuna which turned up missing the other day « 
Ira Herbert, 


Island, Maine, got a line from 


WHN. 
Edwin 


B. Self, advertising 


and 
Schlitz Brewing Company, Milwaukee, whose hobby of writing } 


ff Orr's 
j 


asst. sales directo! 


merchandising manager ©! 


leave 
ay 


dates back 20 years, will have his newest effort, “The Distant CY 


produced this fall. 


It will star Gladys George... 


Joe Manning, advertising manager for The Guide, West Allis, Wis 


has been ordered into the Army Aug. 25. . 7 
to Arthur Godfrey's presentation of 500 records of his singing “You 
In the Army Now” to Brig.-Gen. James A. Ulfo, chief of the nor 
division, for distribution to Army camps. 


the Naval Reserve... 


he . 
chee hale 
alg. 


. There’s a curious ans* 
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Godfrey is an officet 
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the same period of 1940. 


Wheeling Steel 

Net income for six months ending 
June 30 was $4,689,196, compared 
with $1,664,078 for the comparable 
period in 1940. 


United Biscuit 

Net profit for the first half of 
1941 was $418,185, compared with 
$434,842 for the first half of 1940. 


Pillsbury Expands | 
Advertising in 


New Sales Drive 


$810,764 Net Profit 
for Year Declines from 
$900,914 


Parke, Davis 
Earnings for the year ending June 


pared with a profit of $102,923 for 


with $223,180 for the like period in 
1940. 
McCall Corp. 

Net profit for six months ending 
June 30 was $457,302, compared 
with $489,665 for the period ending 
June 30, 1940. 

Goebel Brewing 

Net income for the first half of 
1941 was $239,912, compared with 
$167,293 for the first half of 1940. 


Hamilton Watch 


Gross profits for the first half of 


pared with a net loss of $117,655 for 
the like period a year ago. 
Procter & Gamble 

Net profit for the year ending 
June 30 was $27,381,523, compared 
With $28,628,493 for the previous 
year. 
Certain-teed Products 

Net profit for the first half of 1941 
was $518,721, compared with $168,- 
581 for the first half of last year. 


Flintkote 


with $159,245 for the 
period in 1940. 


Radio Corp. of America 

Earnings for six months ending 
June 30 were $5,306,494, compared 
with $3,185,222 for the first six 
months of 1940. 


Bigelow-Sanford 
Net income for six months ending 
June 28 was $1,084,570, compared 


comparable 


n with $612,245 for the like period of 
1940. 
A Tide Water Associated Oil 
is Earnings for the first half of 1941 
were $6,247,247, based on $71,430,551 
e sales of petroleum products and 
lf other operations. 
Boeing Airplane 
Net profit for 12 months ending 
May 31 was $2,405,961. 
General Cigar 
Net income for the first half of 
1941 was $593,580, compared with 
$574,068 for the first half of 1940. 
Chicago Mail Order 
Net loss for six months ending 
June 27, 1941, was $88,395, com- 
The broad outlook of The Cleveland Press, on things 
| that are worth-while in its community, is most 
Wall Street Jour nd certainly reflected in its broad coverage of the 
Cleveland area, A broad outlook earns friendship 
and respect, from which come Power .. . power 
of to do good; power to move goods. 
hilip 
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‘ECLTIVES do their business 
Wis ‘™g, and much of their per- A SCRIPPS-HOWARD NEWSPAPER 
ang! nal buying, in their offices at 
1% “« desks where they read The 
ore” “ll Street Journal. 


Minneapolis, Aug. 6.—‘“With a 
reorganized and strengthened sales 
force, supported by market research, 
expanded advertising and merchan- 


dising, and a very aggressive sales] June 30 were $1,580,576, compared 
plan. the management is confident 
that ‘he company’s interests will be 
advanced,” Philip W. Pillsbury, 
president, Pillsbury Flour Mills 


Company, told stockholders in his 


annual report just released. 


Net earnings for the year ending 


30 were $8,254,567, compared with 
$8,164,889 for the year preceding. 


Curtis Publishing 


Earnings for six months ending 


Munsingwear 
Net loss for the six-month period 
ending June 30 was $28,676, com- 


1941 were $436,136, compared with 
$270,770 for the first half of: 1940. 


was $1,831,344, 


Quaker State Oil 


June 30 was $916,847, 


Profit for 52 weeks ending July 12 
compared 
$1,443,522 for the preceding year. 


with $749,033 for the like 1940 
period. 

with Scott Paper 
Surplus available for common 


stock after preferred dividends for 
the first half of 1941 was $835,609, 


Net income for six months ending compared with $752,805 for the first 
compared | six 


months of 1940. 


May 31 were $810,764, compared 
with $900,914 for the preceding \ 
year. “The intense competition 
which has prevailed in the milling | 


industry during the past year mate- | 


rially reduced the margin of profit,” 
said Mr. Pillsbury. “This has seri- 
ously affected the earnings of com- 
panies dependent upon the milling 
of flour for all or a substantial part 
of their profits. Competitive flour 
prices, particularly in bakery flours, 
have been unreasonably low. In 
many instances the company has 
been forced to meet such prices in 
order to maintain its distribution 
and its position in the trade.” 

Pillsbury’s net sales for the fiscal 
year, including flour, feed, special- 
ties and miscellaneous, totaled $56,- 
060,187. 


HYGRADE SYLVANIA NETS 
$880,625 IN YEAR 

New York, Aug. 6.—In a 28-page 
booklet replete with photographs, 
pictographs and marginal drawings, 
the Hygrade Sylvania Corporation, 
Salem, Mass., is reporting to its 
stockholders and employes a_ net 
income of $880,625 for the year end- 
ing Dec. 31, 1940, compared with 
$856,807 for 1939. Net sales for 1940 
of $14,358,809 were 30 per cent 
greater than the net sales for 1939, 
$11,022,424. 


Stewart-Warner 
Net profit for six months ending 
June 30 was $770,272, compared 
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LEVELAND is a city that is surprisingly 

lacking in the usual local material for 
72-point headlines. Its comparative freedom 
from assorted crimes, disorders, and acci- 
dents is attested by its perennially high 
National Safety Council ranking—first in 
its class for 1938 and 1939, runner-up to 
Washington in 1940, 

It is an accepted fact that Cleveland's 
newspapers have helped in no small way to 
bring about this wholly pleasant condition. 
What's more, they don’t even miss the sort 
of front-page material they have helped to 
reduce. They know that Cleveland citizens 
prefer safety to sensations, and would rather 
read good local news than bad. 

This being the case, Cleveland editors 
and reporters also consider it a part of their 
duty to help make good news. That doesn’t 


mean making up pleasant stories, or paint- 


. — 


ing only the bright side of local happenings. 
It does mean rallying behind intelligent 
ideas that promise benefits on a broad scale 
to the people of Cleveland. These ideas have 
ziven Cleveland a top-flight Civic Orchestra, 
the nation’s first Community Chest, a sound 
municipal government, and physical im- 
provements too numerous to mention. Their 
support by the newspapers has helped to 
turn them from dreams into realities—good 
news that makes pleasant reading to every 


good Clevelander. 


As a matter of fact, many of these news- 
worthy ideas have originated with the news- 
papers themselves. A case in point might be 
Lakefront Drive—Main 


Street Bridge development. It is hardly an 


Cleveland's new 


exaggeration to say that everything short of 


the blueprints for this improvement was 


“CLEVELAND 


drawn up in Cleveland newspaper offices. 
They realized the need—developed the idea 


The 


ceremonies that attended its opening were 


and sold it to Cleveland’s voters. 
but the real 
story is told daily by the smooth flow of 
traffic that its futile 


through the only previous arteries. It’s not 


newsworthy in themselves 


once honked way 
the kind of story that wins Pulitzer Awards. 
But it’s the sort of thing that brings news- 


papers close to their readers. 


It seems to us that a newspaper's greatest 
function is to help its city to know and im- 
prove itself. We believe Cleveland knows 
more about itself, in consequence, than any 
large American city. Cleveland editors 
have helped their city to make up its mind 
on many matters. Most of them are local, 
and might seem pretty trivial in New York 


or Washington. But they have their part in 


our Cleveland pattern of life. They have 
made Cleveland smarter, safer, and health- 
ier than most cities of its size. And they 
have made it a market that is especially re- 
sponsive to newspaper influence. 

like 


measured in the customary three dimensions 


\ market usually 


Cleveland's is 

size, wealth, and coverage. We sincerely 
believe, however, that Cleveland’s news- 
papers have added a fourth dimension to 
their market. Selling a city on bettering 
itself is only seldom a matter of votes—it 
is more often a matter of buying goods. 
The responsiveness that newspapers have 
created in the Cleveland market makes their 
pages powerful spokesmen for every kind 
of good idea—including those of adver- 
tisers. The same force that motivates peti- 


tions also motivates purchases. 


1S A NEWSPAPER MARKET” 
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Expand Packers Tar 
Soap, Shampoo Drives 


With completion of a six months’ 


test campaign in local markets, | 
Packers Tar Soap, Inc., Mystic, | 
Conn., will start using national 
Magazines in promoting Packers 


pine tar shampoo. Current adver- 
tising in national magazines for the 
company’s tar soap is being ex- 
panded. 

Ivey 
agency. 


Names Arthur Cohn 


Arthur Cohn & Associates, New 
York, has been appointed to handle 
transportation advertising for 
American Home Products Corpora- 


tion, Jersey City. 
F R t E with your 
first Order 
Jer and Brush FREE with your first order 
S$ Artist Rubber Cement. Nationally 
sed, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use $ $ Spe- 
cial Frisket Cement, $3.50 per gel. 


Sy RUBBER CEMENT CO. 


3438 No Halsted St. CHICAGO, ILL. 


& Ellington, Inc., is the 


Garcia Grande Agrees 
to Alter Advertising 


Garcia Grande Cigars, Inc., New 
York, has stipulated with the Fed- 
eral Trade Commission to alter 
some claims made for Garcia Grande 
Crowns. 
that not more than 25 per cent of 
the tobacco filler in these cigars is 
imported from Cuba, and the com- 
pany must cease claiming that they 
are “Guaranteed 100 per cent Ha- 
vana and other imported long filler 
tobaccos.” 

Several other cigar advertisers 
have recenly agreed or been ordered 
to stop mentioning the geographical 
origin of filler tobacco unless all 
countries from which the tobaccos 
come are mentioned in order of the 
fillers’ predominance by weight. 


Appoints D. A. Scott 


Duncan A. Scott & Co., San Fran- 
cisco, has been named West coast 
representative of Design for Living, 
the new magazine for high school 
and college girls to be published 


Sept. 2 by Popular Science Publish- | 
| charged with Axis activities, 


ing Company, New York. 


M 


4:30 P. M. 
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FIT LIMITED BUDGETS. 


Chicago, 


with the assurance 


NEW YORK BOSTON 
SAN FRANCISCO 


ee // 


i? 
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Here is a real radio opportunity! 

WENR's great participation hour, featuring Chicago's 
famous, friendly salesman, NORMAN ROSS, in his 
own program of entertaining recorded music, 


a ae 


insures maximum results from a minimum expend- 
iture. Broadcast Monday through Friday 4:00— 


14 satisfied clients have participated in this pro- bg 
gram since it was inaugurated less than a year ago. 
NORMAN ROSS, who counts among his past and 
present satisfied clients a large number of prominent 
advertisers, will apply his unique sales ability to 
your product in one to fifteen minute units as many 
times a week as you desire, AT A PRICE THAT WILL 


NORMAN ROSS, together with Station WENR—the 
50,000 watt key station of the npc Blue Network, 
famous for its features and responsive audience, 
will produce for you greater sales and profits with 
less effort in America’s second largest market — 


Phone or write for detailed information about 
“YOURS TRULY, NORMAN ROSS” and Station WENR, 
* 


YOU GET MORE FOR LESS ON 


WENR 


Represented Nationally by NBC Spot Offices in 
CHICAGO 
HOLLYWOOD 


WASHINGTON DENVER 
CLEVELAND 


| 


The stipulation points out | 


| sides 


Axis-Sympathetic 
Media Face Body 
Blow in S. America 


Washington, D. C., Aug. 6.— 
Uncle Sam’s economic warfare 
against Axis activities in Latin 


America is having an important ef- 
fect on the advertising and pub- 
lishing world in “good neighbor” 
nations to the South, it was learned 
here. 

The blacklist recently announced 
by the State Department included 
many of the most important adver- 
tisers in Latin America. Since those 
companies and individuals on the 
list are barred from doing business 
with United States concerns, thei: 
advertising is discontinued for lack 
of products to promote. 

This advertising is not perma- 
nently lost to Latin American me- 
dia, however, inasmuch as newly- 
appointed agents for U.S. exporters, 
who replace blacklisted concerns 
may 
be expected to pick up where their 
predecessors left off. Furthermore, 


this advertising will go to publica- | 


tions uncontrolled by Germany or 
Italy, with the result that papers 
sympathetic to the idea of hemis- 
phere solidarity will be in an im- 


proved position. 
| 


Refuse Export Licenses 


Newspapers serving as mouth- 
pieces of the Axis in Latin America 
are being hit in another way be- 
loss of advertising revenue. 
The U. S. government, it was 
learned, has adopted the policy of 
refusing export licenses for ship- 


|ment of newsprint intended for use 


by German or Italian controlled 
newspapers and magazines south of 
the border. 

This is a serious blow to such 
publications, and is expected to 
lead ultimately to their suspension. 


| The war has sharply reduced ship- 


ments of newsprint from Scandina- 
vian countries to Latin America, 
and most publishers are dependent 
entirely on supplies from North 
America. With Canada playing bal] 
with the U. S., the newsprint 
squeeze is on. 

Federal officials have compiled a 
complete list of Latin American 
publications known to be receiving 
subsidies from Axis countries. 
papers on this list will be refused 
export licenses for newsprint ship- 
ments. Changes in this list of pub- 
lications will be made from time to 
time, it was said, in the light of new 
developments such as changed own- 
ership. 


Present Bridge Plaque 


at Special Ceremony 


The International Affiliation of 
Sales and Advertising Clubs will 
present a memorial plaque to the 
Honorable T. 
tario’s minister of highways and 
chairman of the bridge commission, 
at a special ceremony Aug. 16 in 
Niagara Falls, Ont. The plaque will 
be fixed to the international boun- 
dary point of the new Rainbow 
bridge at the bridge’s formal dedi- 
cation in October. The marker 
reads: “Dedicated to the enduring 
friendships between the two great 
democracies which have shared 
this unfortified frontier for more 
than 126 years, this tablet is erected 
by the International Affiliation of 
Sales and Advertising Clubs and its 
member clubs in Canada and the 
United States.” 


Seagram to Name New 
Agency This Fall 


Seagram Distillers Corporation, 
New York, and Ward Wheelock 
Company have decided to termi- 


nate their connection and Seagram 
announced it will name a new 
agency Nov. 1 for its Seven-Crown, 
V-O, Ancient Bottle gin and King 


| Arthur gin. 


Warwick & Legler, which handl*s | 


Kessler account, will 
the Five-Crown account 


Seagram's 
take over 
Sept. 1. 


“Woman's Day” Up 
Day will 


increase its 
guarantee to 2.700.000, 
beginning with the April, 1942, 
issue. New rate cards, effective 
with that issue. show lower rates 
per thousand readers on all units 
of space. 


Woman's 
circulation 


DEALER'S VIEW 


ee 
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Tacoma’) Rant Deverrture Some 


Considerable comment was aroused by 
the 1,000-line newspaper advertisement 
in which Mueller-Harkins Motor Com- 
pany, Buick distributor for Tacoma and 
southwestern Washington, declares that 
national defense, “the BIG job, will be 


All| 


B. McQuestion, On- | 


done—and done well." The Condon 
Company, Tacoma, prepared the copy. 


Launches “Electrical 
Equipment News” 


Glenn Sutton has formed the 
Sutton Publishing Company, New 
York, to publish Electrical Equip- 
ment News. He was formerly man- 
ager of Electrical Contracting and 
Wholesaler’s Salesman, with head- 
quarters in New York. 

First issue of the new controlled 
circulation magazine, which will 
be distributed to electrical manu- 
facturers, contractors, distributors, 


purchasing men and engineers, will | 


appear in October. Offices are at 
60 E. 42nd street. 

Lanolin Lotion Bows 

| Botany Worsted Mills, Passaic, 


|N. J., will introduce the latest addi- 
| tion to its lanolin beauty aids, Lano- 
|lin lotion, with half-page copy in 
the September issue of Harper’s 
Bazaar. Other Botany preparations 
made with lanolin are Triple-Action 
cream, Lanolin Formula 70 and 
Superfatted soap. Alfred J. Silber- 
stein, New York, is the agency. 


Agencies Place 
10.13% More Ads 
in Trade Press 


Chicago, Aug. 6. — Advertisin 
agencies placed 10.13 per cent mo; 
advertising in business papers 
1940 than in 1939, according to 
survey of 489 agencies just con 
pleted by Industrial Marketi) 
The total number of pages of co; y 
placed in 1940 was 177,206, con.- 
pared with 160,892 pages for 192 

Of the 489 agencies surveyed, ti. 
479 operating both years placed 
176,509 pages in 1940 compared 
with 160,892 pages in 1939, a gain 
of 9.7 per cent. 

The three top-ranking agencies 
in 1939, BBDO, Lord & Thomas a; 
Fuller & Smith & Ross, maintain: q 
that same order in 1940. 


i 2? Beg 


Named to Liquor Board 
Frederick T. Gelder, editor ard 


publisher of the Carbondale Leade,, 
has been selected chairman of the 


Pennsylvania liquor control board 


KKK Kk kkk kkk 


Month after month, 
and year after year, 
NATION'S BUSINESS 
continues to be the 
magazine MOS! wanted 


by business men. 


* 


“Enclosed Find Check For 
$7.50'"—When the money- 
votes are counted, Nation's 
all other 
business magazines by two 


Business leads 


to one. 


Kae Keak kek Kak Kh kt 


JUNE 


1940 


1940 


TODAY 


THIS ONE FACTOR 


INDICATES THE SALES POTENTIAL 
AND TREND OF A MARKET! 


GAIN 
23,128 


CONCENTRATED 


$157,538,000 


“140,000 FAMILIES MEAN BUSINESS” 


BRONX HOME NEWS 


Bronx, New York 
| A. B. Pa bs Press 
| 140,000 FAMILY CIRCULATION 
BRONX RETAIL FOOD SALES: 


and UPPER MANHATTAN 


1940 Census Figures 
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“CENSUS OF BUSINESS {| 
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HERBERT T. WEBB, Vice-President 
of Modern Marketing Service, Inc., 

* Chicago says, “The Market Data Book * 
has been indispensable in getting exact 
information on various markets.” 


~~ 
Herbert T. Webb, Vice-President of Modern 
Marketing Service, Inc., like other advertising 
men in every section of the country, classes 
the Market Data Book as “the answer to many 


ae and “the space and time buyer's 
ible.” 


Designed to help Advertisers and Agenetes to loow ther Markets! 


Or 


NSTEAD of laboriously searching through a large number of reference books 
for this information, Mr. Webb used the Market Data Book in developing 
their Red and White brand program in twenty-three hundred different com- 
munities in the United States. Because of the fact that they cover 33 states, it 
was necessary to have access to a complete authoritative market reference book 


in order to plot their advertising and sales strategy with full knowledge of 
market possibilities and sales potentials. 


The Consumer Markets Edition of the Market Data Book is the only complete 
source of reference in- 


formation covering ev- 
ery factor advertisers 
and agencies habitually 
use as a basis for com- 
parison of consumer 
buying power, whether 
the markets compared 
are as small as a county 
or as large as the entire 


country. 


THE Market Data Book _- 


NEW YORK 
330 W. 42nd St. 


SEL 


CHICAGO LOS ANGELES SAN FRANCISCO 
100 E. Ohio St. Garfield Bldg. Russ Bldg. 


= ge. Bias ah fe & 
' oe i - ens * , ~) ie ay *. =e > - ~~ - Cs 
Oe, a  — cam PALGn for a 
i= 
> SS . y i bates 
x . om VA -- ; SS 
Zz = “KK {2 | 
4 Z=z = Ss a A ~ od —r / 24 “3 om. a 
, < . i — = ite : nie <a 4 Y J ail - Paso 
A wo?) | zy 1154 aC = : / I —" a. xa 
Seok TE pk aee ber Aaa sa = 200K = 7 
- : cans Fi POPU i Tio , 3 vas aoe tt ie = ; | = er <9 
— | 5 jin Moe i oe 9 tees of (te = _ - 7% * 
< Pe Hecce. | cor i : a od Oks 4d =~ | ; = 
ae ANADA Bh ; SINE SS) yuh ib = / e ae 
ME Aged a : —e Ve : 4 a he 
NERALS F “2 = | :: ; F > oe ; “CON Sty = = am ee 
2 { _ S ‘ > * Ihe oie 
YEA \ es : + > . . s &R If SSS ao 
a i Pe & _ c< EE: | MARKET, / Ss — | 
» OOK iz . C > . NY a)... é. y is Se 2 
a } 5 : aN ae = or. ‘On / —_ = 
ae oe = cS SS ‘ = 
; oe: — 2 eS Ee. = ze. 
3 = ig aa mall |! ——_ 
i = 
ft weg j 
* 
a 7 i 1h 
j eid coe ee . fo in - 
Bs an ek oe eg core ae 
2 x ae a“ _ as be — be a oe 
a * Se em a a ss 
= ae. 
hh = es 
i ; om Sg . = "a Fe laa 
j es ’ & P P - a 5 ee ‘% Ee. ; 
be 1% Ft: pues Py - 2) ia a oe ae 
i. OF an ae ee CS 
= ¥ MARKET CONSUMER ie 
Fae’ v A a a 3 The 1942 ities ors EDI lo N He atid 
ag : = ration, wi} Contaj pr Pr Data Book, Now in Prepa vial 
a ain Of the | . ‘ 
™». ma all Cons atest TeVised fj 
- § % ae ae poo ee markets. County, city, state, {94Fes on 
4 TH § nal totals show; lation distap,(°%Onal and ' 
. ut 4 ~ Potentials will include”, pope ation distributioy, and sales 
Ga 9 - buy; recognized indic 
» Yin ©8 of co ih 
ganize, yo = et Data Book j. complete. no el 
: age —use. . —— a 
INg is bought. wherever nationa] Advertis. ae 
oe 
. Sy, 
: e 
0 ge ge Oe ae Te Te gee gee oe Ngo gatrie. e boy 
ee ee Nee oy ee eon fe Be eg aw me eg 2 * 
i) sae ee ee eee Sp ee ae y eae hi BS hee Pe ~~ 
Ae nb 8 ae nes i i Sf Sia. Pe Age ee 
; a 7 eee fe Ba oS eee Poo 
‘age a oe .- 


oa 


sare 


a 


30 


ia 


ADVERTISING AGE 


August 11, 194) 


Consign Silk 
Hose Advertising 
fo Scrap Heap 


(Continued from Page 1) 
staple Egyptian cotton and none of 
this is now available. 

There are both favorable and 
unfavorable aspects to the current 
situation in the opinion of L. V. 
Dougherty, formerly connected with 
the silk hosiery field but now man- 
ager of the Chicago office of I. New- 
man & Sons, 
maker. He believes that women’s 
hose, for instance, made of lisle or 
mercerized lisle will make a very 
satisfactory garment but the major 
problem there will be to sell 


42,992,188 


plus purchasing power in 


SAN ANTONIO! 


That's defense payrolls alone—esti- 
mated on contracts placed in San 
Antonio, Texas, to April only 
Reach this “‘plus’’ market—in ad 
dition to the 
chasing power 
effectively 


rising normal pur 
in this active city 
and economically, with 
Taxiposter advertising Guaran 
teed average weekly circulation 
711,672! For all facts, write Wm 


E. Whaley Co., Louisville, Ky 


WHALE | 
THE. OStepe = 7; 


women on hosiery made of cotton 
when they have developed some- | 
|thing akin to an anti-cotton com- 
/plex. Rayon, he believes, doesn’t 
have sufficient stretch to make a 
|satisfactory substitute. Nylon is| 
|fine, he declares, but du Pont has | 
| production only at the point now 
where it can make 20 per cent of) 
the hosiery with the prospect that | 
|production will be 
doubled this fall. If the trade can 
be sold on lisle, he foresees a favor- 
able situation in that lisle is con- 
|siderably less expensive than silk. 

On the other hand, Charles N. 
Lavelle, Chicago manager for Hole- 
proof Hosiery Company, Chicago, 
| points out that the lisle production 


New York corset | facilities of the country will have | 


ito be considerably 
satisfy possible 
hosiery trade. 

he says, 


enlarged to 
demands of the 
His own company, 


facturing silk hosiery with rayon or 
nylon tops or welts and feet. 


New Setups Demanded 


The suddenness with which the 
|government slapped on its priority | 


/on raw silk to use in parachutes | 
|caught the industry flatfooted, he 
says, a circumstance which could 


|have been averted at least partially 
| by more forethought on the part of 
| government purchases. The adver- 
tising situation, too, offers prob- 
|lems, he noted, in view of the fact 
|that materials for advertising their 
product this fall were prepared 
months ago. Now wholly new steps 
must be taken to prepare promotion 
tools. 

Holeproof’s marketing machinery 
will remain intact, however, be- 
cause of its lines of Luxite under- 
wear made with rayon. On the con- 
|trary, it is understood that some 
makers of silk products are calling 
lin their salesmen 

One of the most 
motion kits for silk hosiery, a kit 
whose sales objectives have been 
blitzed by the end of silk imports, 
jis that prepared by Howard H. 


attractive pro- 


approximately 


contemplates a conserva- | 
tion of its silk resources by manu- | Over the silk embargo in other gar- | pressed on the consuming public 


CEILING 


SAN ANTONIO 
50,000 WATTS 


— 


NBC AFFILIATE 
MEMBER TQN 


REPRESENTED NATIONALLY 


UNLIMITED 


There is no ceiling to 
the results you may 
expect when you use 
Texas’ Big Station to 
take non-stop flights | 
to the rich markets of 
the Great Southwest. 


| 
Station Power and | 
Prestige, plus _pre- | 
ferred programs make | 
sure that you are 
never flying blind. | 
Let us send you facts 
about the big things | 
the big station is do- | | 
ing in the big State. || || 


BY EDWARD PETRY & CO. 


Monk and Associates, Rockford, IIL, 
| for the B.Z.D. Knitting Company, 
'Rockford. Presenting the Manikin | 
full fashioned hosiery line in five | 
“Sun Country” colors called | 

| 


“Roundup,” “Pinto,” “Sandrift,” 
“Yucca” and “Mesa,” the kit of- 
fered scenic postcards to be mailed | 
to consumer prospects from Phoe- 
|nix, Ariz. 

These postcards were intended to | 
carry a personal message such as: | 
“My Dear 

“I'm so thrilled | can searcely type 
}this card! Arthur and I have just} 
arrived after a marvelous trip to the} 
Sun Country | understand that gor- 
geous Sun Country” hosiery Corer | 
are featured at (name of | 
store) 


home at 


‘See you soon, Love, Babs.” 

| play ideas, a counter card in colors | 

jand radio spot announcements. | 

Newspaper copy also was offered. 
There seems to be less concern | 


;ment fields. In corsets, for instance, 
although some of the more expen- 
sive numbers have used silk, substi- 
|} tutes can be used readily. I. New- 
}man & Sons plans to continue its 
use of cooperative newspaper adver- 
itising, although other merchandis- 
jing programs, notably certain ones 
outside the garment field, are put- 
ting restrictions on this form of 
enterprise, partly because the De- 
partment of Justice is questioning 
the legality of the practice. 


HOSIERY ADVERTISING 
AWAITS CLEARER OUTLOOK 

New York, Aug. 7. — Silk hosiery 
manufacturers contacted here this 
week reported that things are hap- 
pening so fast that no one knows 
what will happen to advertising, 
although the situation may be 
greatly clarified by next week. 

One advertiser has temporarily 
suspended all advertising and has 
postponed for a month copy that 
was to appear in September maga- 
zines. Cannon Mills has cancelled 
one piece of copy but says it is defi- 
nitely not going to suspend adver- 
tising. Gotham is going ahead with 
its advertising plans because it is 
currently running copy of an insti- 
tutional type which makes no men- 
tion of silk or any particular kind 
of hosiery. 

All look forward to a period of 
transition when current stocks have 
been exhausted, and point out that 
their problem is two-fold: the first 
is that of finding a substitute, and 
the second is in gauging public re- 
action to whatever substitute be- 
comes available. 


Resign from Fox Films 
Charles E. McCarthy, director of 

advertising and publicity, Twentieth 

Century-Fox Film Corporation, New 


York, and Maurice A. Bergman, 
advertising manager, have re- 
signed. No successors have as yet 
been appointed. 


| higher 


ee) 


Spring-Air to Open 
Mattress Drive 
in September 


National Campaign Is 
Linked with Dealer 


Program 


Holland, Mich., Aug. 6.—Sept. 16 | 
| will be the zero hour for the fall in the current emergency, Nations 


drive of Spring-Air Company, which | 
for Spring-Air mattresses during | 
what it calls the “concentration 
period” ending Sept. 30. 
that time the subject will be im-| 


with a fanfare of magazine and 
newspaper copy, over the radio and 
in window, departmental and out- 
door posters and folders. 

Three objectives of the drive are 
to increase retail sales, obtain a 
than 


average unit price of mattresses. 
“The program is based on the facts 
that the average retail sale of mat- 
tresses by retailers all over the 
country has been falling off for 
more than three years and this ten- 
dency has only been temporarily 
arrested by the rising material 
costs,” says the company. “Despite 
the fact that profits for the mat- 
tress department have been fairly 
satisfactory they have not been 
what they should be in view of the 
fact that retailers carry no inven- 
tory of mattresses.” 

During the campaign's concen- 
tration period two full-page adver- 
tisements will be run in Life, two 
in The Saturday Evening Post, 
one in Good Housekeeping, one of a 
series of five small ads to begin in 
the August issue and run through 
December. A cooperative news- 
paper 
been worked out calling for the use 
of space running from 
10,000 lines, depending on the size 
of city, the sales potential of the 
dealer involved and the market 
coverage of the newspaper. These 
newspaper ads already have been 
tested in cooperation with a picked 
group of stores and merchandising 
men 

To Use Radio 

In presenting its “Wake Up 
America!”” program, the company 
plans to make use of dramatized 
transcriptions over leading NBC, 


CBS and Mutual radio stations. A| 
of radio pro- 


cooperative schedule 
grams to be used by dealers also is 
being worked out. 


As an aid in tying-in retail stores 


with the national Spring-Air adver- 


During | 


average mark-up on | 
{the merchandise, and to boost the 


and | 


advertising arrangement has | 


1,000 to) 


|tising program a special windoy 
display has been prepared. A stang.- 
up and test-it display has beep 
| designed for floor use. A four-< lo 
| folder, “How to Buy a Mattr 
‘has been prepared to hand rary at 
| the store or to mail with Septembe, 
invoices. 


Shredded W Wheat to 
Stress ‘National 


Fitness’ in Drive 
New York, Aug. 7.—Tying ip 
with nationwide emphasis on healt; 


| Biscuit Company today launched 


The kit also offered window dis-|is planning a broad scale campaign |campaign for Shredded Whe: 


500 newspapers in 475 cities 
| throughout the country. The sc ied. 
ule is three times the size of th, 
list for the spring newspaper (im. 
paign which ended in June. 
| Throughout the copy, the phras 
|“national fitness” will be stresseg 
along with the Vitamin B, and “ 
| other needed food values” conta ‘nes 
|in shredded wheat. The large: in. 
}sertions will include the figure of 
a workman or a boy bearing a bap- 
|ner inscribed, “For National Fit. 
ness,”” while smaller copy will carr; 
captions such as, “A real contr:bu- 
tion to national fitness!” and “A 
well rounded food for national] fit- 
ness!” Weekly insertions wil 
range downward from 600 lines ané 
continue into the fall. 
In addition to black 
copy in newspapers, ir 
color are scheduled for This Wee} 
and the Sunday magazine supp 
ments of the First Three Ma 
Group. Federal Advertising Agency 
directs the account. 


and white 
insertion 


> = 


HARVESTER CIGARS 
ADDED WTAQ THE SALE 
OF HARVESTERS JUMPED 
MORE THAN 50% IN 
NORTHEASTERN WISCON. 
SEN... 


And Harvesters were always 


the leading brand up here 


Yep! 


a Chicago station, too 


advertised on 
But Chicago 
is as far, far away from Green Bay 


Harvesters are 


as Washington is from New York. 


GREEN BAY 


To Give You An Idea 


of the scale of prices and quantities, 
10 Display Prints enlarged to 24°x36" 
from one original, $1.70 each—25 at 
£1.40 each 
in proportion, Color is not restricted 
to black, but i7 NO ADDED COST 


can be blue, brown or red on white. 


Write ov phone 
7575, and let 
new itlas 
solve wos 


cally. 


iTLAS, WHITEHALL 
us show wou how the 
Display Print will help 


display proble m economi 


ens satay 2 > till beaut 


other quantities and sizes 


Here's How Some Folks 


SIZE 24 x 36 
IN QUANTITIES 
OF 10° 


Use Atlas Display Prints 


ENLARGED NEWSPAPER ADS 


WINDOW DISPLAYS. . 
STORE DISPLAYS. . 
SALES PRESENTATIONS 


DEALER PRESENTATION 
SHOP BULLETIN NOTI‘ ES 
SALES CHARTS 


Other Atlas Specialties Include Murals, 
Bromide Enlargements, Jumbostats, Atlastats, 
Copy Photographs and Studio Photography 


225 MW. MICHIGA 
O18 wm. micHIGAR 
22) Mm LaSsaAtt 
104 S$. MICHIGA 
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Muzak to Charge 
$2.50 a Month 
for Programs 


New York, Aug. 6.—Muzak Cor- 


poration will begin operation of its 
non-commercial FM radio service 
early next year at a charge to sub- 
scribers of about $2.50 a month, 
according to plans revealed this | 
wee The company, recently 
granted a permit by the Federal 
Communications Commission for 


the construction of an FM station | 
in this city (ADVERTISING AGE, July 
7) plans to supply music, news 
proadcasts and dramatic programs, 
without advertising. 

Operating on a_ frequency of 
117,650 kilocycles, Muzak’s trans- 
mitter will use 1,000 watts power. 
Only those who subscribe to the 
service will be able to tune in on 
the programs, since Muzak equip- 
ment is necessary to pick up the 
broadcasts. 

Referring to a recent statement 
by the National Association of 
Broadcasters, which justified radio 
advertising because of the high 
quality of entertainment it made 
possible, Waddill C. Catchings, 
president of Muzak Corporation, 
asserted: “Muzak, which is now 
furnishing programs to hotels, res- 
taurants and defense industries, can 
give just as high quality entertain- 
ment to its home subscribers. We 
expect 10 per cent of the popula- 
tion of New York City to apply for 
our FM service, whether or not 
they are radio set owners.” 


New FM Hours 
for W2XWG 


The current broadcasting schedule 
of Station W2XWG, New York, 
frequency modulation station of the 
National Broadcasting Company, 
will continue Mondays. through 
Fridays until Sept. 5. The station 
will not be on the air Sept. 6-9. 
On Sept. 10, W2XWG will return 
to its original schedule broadcast- 
ing Wednesdays through Sundays. 


| 
| 


Columbia Basic 


| 
| 


| 


| 


jadjoining its present offices 


ijand 


Cidve 
Market 


The rates for this department are as follows: 


“Help Wanted,” “Positions 
‘Representatives Available,” 30 
cash with order. 


All other classifications (single insertion rates): 


$4.75 per inch. 


Wanted,” 


“Representatives Wanted,” and 
cents a line, minimum charge $1. Terms 
% in., $2.75; 1 to 3 in., 


REPRESENTATIVE AVAILABLE 


| An exceptionally good space salesman 


with good selling record, now repre- 
senting fine business paper in Mid 
West, can be available in October 


Forty, married, college education, 
tacts throughout East, experience in- 
cludes consumer magazines and daily 
newspapers Will move anywhere for 
opportunity, must earn over six thou 


cone 


sand, satisfactory references, includ 
ing present employer 
tox 3434, ADVERTISING AGE, Chee 


REPRESENTATIVE WANTED : 
Agent to sell nationally used suceess- 
ful direct mail house organ 
builder on commission FAC 
Harper, Detroit, Michigan 


HELP WANTED 

Salesmen Wanted 
Advertising salesmen now 
Space in mMmAaLAZINEeS, ete to 
space-distribution contracts on 


and sales 
"TS, 10816 


selling 
solicit 
adver- 


tising book matches for Nationally 
known book match manufacturer, in 
spare time Factory cooperation 
quality product good service, com 
petitive prices, plus genuine value of 
book match advertising as publicity 
and result-getting medium, your as- 
surance of success, Unusually fine 


side-line opportunity for men contact- 


ing national accounts or local ac- 
counts advertising on a large scale 
15 ommission on space deals; half 
advanced upon receipt of order from 
well-rated accounts. Write for details 
today, and tell u about vourself 
Box 3420, ADVERTISING AGE, Chee 
POSITIONS WANTED 

Junior Acet. Exec. or Adv. Mer. 

vrs. of successful space and direct 
mail advte sales pro merch. with 


AAAA national firms 
ket things done 
Box 3426 


Energeti can 
quickly! 2S. College 
ADVERTISING AGE, Chero 
Jour. grad, “36, wants adv. or pub's. 


work Some experience in both 

Box 3433, ADVERTISING AGE, Chro 
Phone for a copys of this 
PERFORMANCE CHART 

Tabular outline of copy-layout-type 

production experience of a man with 


something on the ball for a Chicago 
agency, advertising department 
tive printer, publisher 
Call Augustine at 
TOP NOTCH 
wants new 
with large 
Box 3430, 


ren 
house organ 
University 2223 


ART DIRECTOR 
position Last 7 years 
national agency Write 
ADVERTISING AGE, Cheo 


POSITIONS WANTED 
Tough Sales Job Wanted 
Top-flight executive manager 


sales 


uvailable account war conditions 
Fine record selling national mfgrs 
Kast and Mid-West 6 yrs. sales, 10 
yrs. agency acct. exec Prot. BS de- 
xree 

Box 3432, ADVERTISING AGE, Chgro 


ADVERTISING, SALES PROMOTION 


man Knows manufacturer's problem 
ut point of sale, Copy, layout for 
direct mail, house organ, dealer helps, 
catalogs, Full or part time. Age 35 
married 

Box 3435, ADVERTISING AGE, Chro 


ADVERTISING 
writer, 25, draft exempt 
write publication, direct 
log adv.; sales corr. exp 
of media, mkt. research, 
duction Creative 
M.B.A. degree 

Box 3431, ADVERTISING 


Can plan and 
mail & cata 

Knowledge 
radio & pro 
ability & initiative 


AGE, Chro 


MISCELLANEOUS 
| ATTENTION! CHICAGO 
REPRESENTATIVES!!! 
Handsomely Furnished Pri. Office in 
Distinguished Building with Selective 


Tenancy $50 month inel Reception 
Serv. Inq. L. Sachelle, 333 N. Michi 
|}gan Avenue, Room 400 
| 
“Krom-a-Tone” Post Cards 
Newest, most economical method 


displaying 
prices on 
Hamilton 


any product 
request 
Ohio 
WANTED 
An established trade paper to buy or 
“a trade paper idea that can be devel 
oped by a well established trade papet 
publishing house Please send full 
particulars in absolute confidence 
Box 3421, ADVERTISING AGE, Chero 
WORLD FAMOUS FIRMS TSE 
Bairdset ads for 30 vears It Pay 
Davy and night service, clean proofs 
fast, quality production save vou 
time Ads pull 25 better 
BAIRD, adsetters, 18 b. 
WHI, 4347 Cheo. 


Samples 
Graphix 


nna 


Arts 


Kinzie, 


BUSINESS SERVICE 


Mr. Sales Manager! 
Let show you how to help your 
silesmen produce more through a pet 
sonalized house-orran You serve us 
editor I do 


the 


work Write for 
free samples Kdward Edelstein, 201 
N. Wells St Chicago, Illinois, Dear 


born S557. 


ASSISTANT & Copy- 


“Look” Inaugurates 
New Fashion Feature 


Beginning with the Aug. 26 issue, 
on sale Aug. 12, Look will inaugu- 
rate a new editorial feature, “Spot- 
light of Fashion,” which will occupy 
a spread and spotlight one specific 
fashion created by or for Look, plus 
a list of all the accessories, with 
the names of their makers and the 
price. Two other current fashion 
groupings will also be included in 
each feature. 


The feature will be intensively 
merchandised among retailers and 
manufacturers with the aid of re- 


prints, window and store material, 
copies of the publication, etc. Cloth- 
ing and accessories spotlighted will 
be in the middle cost brackets, and 
each spread will be devoted to a 
seasonal theme. 


Joins H. W. Kastor 

Ruth Farquhar, for the last six 
years in the copy department of 
Benton & Bowles, New York, will 
join H. W. Kastor & Sons Adver- 
tising Company, Chicago, Aug. 15 


Advance Adds Woolf 


S. Roger Woolf, formerly presi- 


dent of Woolf-Gurwit Advertising 
Agency, Chicago, has joined the 
| staff of Advance Advertising 


Agency, Chicago, as account execu- 


tive 


Seeds Adds Space 


Russel M. Seeds Company, Chi- 
cago, has leased additional space 
in the 
Palmolive bldg 


Opens Own Office 

Morgan C. Aldrich, advertising 
sales promotion executive in 
the home furnishing field since 1924, 
has opened his own office at Hart- 
ford, Conn., in the Capitol bldg. 


Ancker Joins Burnett 

Mason Ancker, formerly with 
Maxon, Inc., Detroit, has joined the 
Leo Burnett Company, Chicago 


Appoints John Budd 


The Press Register, Mobile, Ala., 


has appointed the John Budd Com- 
pany as national representative 


} 
| 


Plan New Series 
for Band-Aids; 
Welles Signed 


New York, Aug. 7.—Johnson & 
Johnson will increase its radio 
advertising for Band-Aids with a 


second “Voice of Broadway” column 
of the air, beginning Aug. 19. The 
first program, also featuring Doro- 
thy Kilgallen, was launched April 5 
and is aired Saturday from 11:30 to 
11:45 a. m. over 59 stations of the 


| Columbia Broadcasting System. The 


lseries will 


second series will be heard Tuesday 
at 6:15 p. m. over 64 CBS stations. 
Young & Rubicam is the agency 


Replaces Show 


Sunday afternoon MBS feature, will 
be aired by Marrow’s for Mar-O-Oil 
shampoo Sunday from 1:15 to 1:30 
p. m. Hays MacFarland & Co. is 
the agency. 


Shifts Program 


Coca-Cola Company will shift 
“Pause That Refreshes on the Air” 
from its present summer broadcast 
time to its original time period, 
Sunday from 4:30 to 5 p. m., begin- 
ning Sept. 28. The program is now 


| being aired Sunday at 8 p. m. There 


Lady Esther, Ltd., will replace its | 


current CBS program featuring 
Freddie Martin’s dance music with 
a new show starring Orson Welles, 
beginning Sept. 15. After a year in 
Hollywood, Welles will return to 
radio with a new series of variety- 
drama programs, to be aired in 
behalf of Lady Esther cosmetics on 
the present broadcast period, Mon- 
day from 10 to 10:30 p. m. over 
63 CBS stations. Pedlar & Ryan 
| directs the account. 


| To Use Commentators 

| Trimount Clothing Company will 
jlaunch a new program featuring 
|Raymond Clapper and William 
| Hillman, news commentators, for 
its Clipper Craft men’s clothing 
|line, starting Sept. 25. The new 


be broadcast Thursday 
from 9:15 to 9:30 p. m. over 65 sta- 
tions of the Blue network of the 
National Broadcasting Company. 
Emil Mogul handles the account 


Renews Spitalny 
General Electric Company has 
renewed the “Hour of Charm,” 


starring Phil Spitalny and his All- 
Girl Orchestra, effective Sept. 14. 
The program is heard Sunday from 
10 to 10:30 p. m. over 71 NBC Red 
stations. Batten, Barton, Durstine 
& Osborn and Foster & Davies are 
the agencies. 


Fisher Signed Up 


Marrow’s, Inc., which sponsored 
George Fisher’s “Hollywood Re- 
porter” for a 26-week period earlier 
this year, will again sponsor the 
program starting Sept. 28 over a 
larger network of at least 80 sta- 
tions of the Mutual Broadcasting 
System. 


The program, currently a 


| 
| 


will be no change in the network 
of 113 CBS stations. D’Arcy Adver- 
tising Company directs the account. 


Adds 6 Stations 


Eversharp, Inc., will add the CBS 
Florida Group of six stations to the 
network for “Take It or Leave It,” 
making a total lineup of 66 CBS 
outlets. The program is broadcast 
Sunday from 10 to 10:30 p. m. 
EDST through Biow Company. 


“La Patrie” Boosts Rates 


La Patrie, Montreal, has issued 
rate card No. 13, boosting rates for 
its rotogravure section. Line rates 
have been raised from 40 to 45 
cents, and two color pages from $475 
to $525. At the same time, the 
newspaper announced that the 
circulation of the Sunday La Patrie 
is now guaranteed at 155,000. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KF 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


ahead’ 
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This Advertisement is dedicated to 
the man who feels that there surely must 
be a better and simpler method . . . some- 


where . . . to handle the production require- 


ments of his advertisements and printed 


pieces. Today there’s a ONE best way in 


everything. Why order your cuts from one 


concern —typesetting from another, blocks 


away —and then give your printing to a firm 
even farther distant? Try the Faithorn COM. 
PLETE SERVICE route. It will be NEW—and 
you ll be glad to join our long list of satisfied 
customers. Write, or phone Wabash 7820. 


. 


ae hic re 


FAITHORN CORPORATION. 


eal 
_ — 


AD-SETTERS - PRINTERS - ENGRAVERS 
504 SHERMAN STREET, CHICAGO - WABASH 7820 
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Uncle Sam Dratts 
Mark O'Dea for 


Maritime Body 


Washington, D. C., Aug. 5.—Mark 
O'Dea, president of O’Dea, Sheldon 


& Canaday, New York, has been 
drafted into government service as 
director of information for the 


United States Maritime Commission, 
it was revealed here today. He 
has already assumed his new duties. 

Rear Admiral Emory S. Land, 


Maritime Commission chairman, 
lauded Mr. O’Dea as “a man of wide 
vocational experience who will 
render an_ intelligent service in 


acquainting the public with the ac- 
tivities of the vastly expanded ship- 
ping and shipbuilding program.” 

Mr. O’Dea was formerly with 
Lord & Thomas, Chicago, and has 
served on the executive board of 
the American Association of Adver- 
tising Agencies. He is chairman of 
the administrative board of the An- 
nual Advertising Awards. 


| 


| 


| taneously. 


Navy's Recruiting 
Campaign Brings 
1,530 Inquiries 


(Continued from Page 1) 


Maryland, Virginia, and West Vir- 
ginia will be included. The total 
cost of advertising in these six states 
will approximate expenditures in 
the original three. 


Test in Springfield 


Another test campaign, similar to 
a community chest drive, is planned 


for Springfield, Mass. No further 
details or starting date were given, 
but the budget will not exceed 
$5,000 and all media will be used. 


Secretary Knox added that “the 
program contemplates covering the 
entire United States, but not simul- 
We are going to feel our 
way.” He explained that since May 
the Navy has needed 12,000 recruits 
per month and by the end of this 
year the requirement will be 15,000 
a month. 

Asked by Chairman _ Vinson, 
“How much profit to the advertis- 
ing contractor?” Secretary Knox 
said that Batten, Barton, Durstine & 


Osborn will receive $4,500 for pro- | 
|viding production services in con- 


nection with the original drive in 
Indiana, Missouri and Iowa, in 
addition to commissions. Secretary | 


Knox said that 3 per cent of gross 


billing represents good advertising | 


| practice and that “on this basis it 


| is 


estimated that the agency is 
making a net profit of $10,000” on 


Navy advertising in the three states. 


Vick Adds Two 
Vick Chemical Company, New 
York, has added two executives to 
its Vitamins Plus and vitamin prod- 
ucts division. Dr. John C. 
formerly with Hoffman - LaRoche, 
Inc., Nutley, N. J., has been named 
vice-president and technical direc- 
tor, and Arthur F. Schulz, formerly 


Bird, | 


with E. R. Squibb and Sons, has | 


been named sales manager of Vita- 
mins Plus. 
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\\GREATER MIAMI 
ON «IG Yational Market” 


250,537 CUSTOMERS . . . THE SUMMER POPULATION 
OF THE METROPOLITAN MIAMI DISTRICT... AN 


INCREASE OF 89.5% 


IN TEN YEARS! ... 


IT 1S 


AMERICA’S FASTEST GROWING MARKET! 


You can reach one of the Nation's richest markets 
through The Herald’s net paid circulation of: 


c DAILY, 100,225; SUNDAY, 106,956 


Che Miami Herald 


STORY, BROOKS G FINLEY 


National Representatives 


“ca 


bn: 
a 
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% Gain © Gain 
tl-Week $1-Week 31-Week or Loss or Loss 
Period Period Period 1941 1941 Week Week 
Ended Ended Ended over over iknded Ended 
Aug. 5, 1934 Aug. 3, 1940 Aug. 2, 1941 138 1940 Auge. 3,1940 Auge. 2, 1941 Loss 
Akron, © »S62,048 5,627,404 H,O14,821 2.6 +69 151,553 166,691 
Albany, N. ¥ O38. 760 1,680,163 1,982,178 11.7 6.5 120,834 137,419 
Atlanta, Cia § 805.910 8.630.527 8,999,233 8.2 15 245,084 194,026 20.8 
Baltimore, Mad 12,718,081 PS.015 291 13,892,402 + S90 6.4 351,604 382,273 
Birmingham, Ala 7,577,690 8,171,942 8,732,273 + 15.2 + 6.9 233,460 279,454 
foston, Mass 10,859,077 10,406,250 10,525,547 3.2 + 1,1 248,760 243,411 2 
Bridgeport, Conn 1695, 626 »971,172 H BON 5T2 11.8 + 6.7 164,556 166,936 ! 
Buffalo, N. ¥ 4 258.278 562.542 4 352.808 1.0 9.2 232,402 61,190 12 
Camden, N. J 396.780 3,156,473 3,032,270 26.5 3.9 80,549 82.46% : 
Cedar Rapids, Ia 863,726 2,776,172 2,887,122 0.8 4.0) 79,456 89,880 18 
Charleston, W Va 6.0470 WEN POG 258.800 2 7 164,822 155,603 
Chicago, HI 17,292,127 16,570,574 17,057,411 1.4 2.9 399,249 393,167 
Cincinnati, © 9.147.200 5490 OLS 1U.08S8 606 10.3 1 251,79% 254,101 
Cleveland, ©) 1O.401.541 10.696.006 11,150,946 + 7.1 4.5 271,054 102,656 
Columbus, © 7,647,708 7,793.3 7.806,754 3.4 t+ 1.5 190,607 216,846 
Dallas, Tex 12,254,569 11,774,827 11,799,030 8.7 0.2 326,498 342,090 ‘ 
Davenport, La 410,498 52.177 HOO484 +44 + 2.2 146,370 160,776 
lDavton, © SONS 754 \.179.630 OOS BOT 11.3 + 10.1 245,042 262,500 7 
Denver, Colo BHT. 245 tune S02 » 1OTSN6S 8.2 + 5.3 152,820 151,341 
Does Moines, Ia BSOS 516 3.927.712 1,676,273 7 6.4 132,113 SS.760 9 
Detroit, Mich 11,542,171 12,061,350 1 7,002 b 13.3 8.4 309,809 340,187 
il Paso, Tex 6.184.786 6.395.771 “4] 10.2 6.6 202,129 194,985 
rie, Ua SO1.124 494.684 O32 LOLS 2.6 164,444 171,682 { 
Kvansville, Ind 7.181.006 7.088.186 4 + 9.2 10.6 196,784 244,146 24 
Fall River, Mass 1868 520 »O41.644 627 11.9 7.9 56,482 63,046 1] 
Flint, Mich 262.5230 235.839 788 + 4.0 $5 167,524 153,342 \ 
Fort Wayne, Ind 6.212.044 6.468.155 6.422.647 + 3.4 0.7 193,169 204,604 -# 
;(yary Ina 1% + 717.591 L890 354 13.5 + 4.9 91,008 135,216 r 
l(irand Rapids, Mich 265.055 268.005 681.578 17.9 7.8 122.664 138,684 
Greenville, S. ¢ $14,561 4.277, 899 4.478.291 17.4 + 4.7 125,417 136,960 
Houston, Tex 450.416 11.347.340 14.0 > 6 354,536 $22,714 ’ 
Huntington, Wo Va 4,383,396 1,133,607 $17.1 01 144,909 134,384 7 
Indianapolis, Ind 540,516 10,991,443 + 15.2 6.8 277.634 Lu0 726 
Jacksonville, Fla S48.756 6.107.696 + 14.2 6.2 165,900 1s0.040 
| Jersey City, N. J 1,278,472 1.271.654 106 004 + 2.2 2.7 30,161 33,158 
| Kansas City, Kan 1,516,123 LSOR 540 Larson 6.4 10.6 53,893 $3,127 Zt 
Knoxville, Tenn 6,221,004 6,197,128 6.257.243 O48 1.0 178.034 P1096 2 
Little Rock, Ark ) STS.N28 “4 O22 ete | 10.3 + 7.9 190,204 147,820 4 
Los Angeles, Cal 14,620,405 14,064,467 14,128,574 oA + OS $6,545 $0,922 7 
Louisville, Ky S434, 888 S51 aD ASO 026 + 7.1 6.0 221,541 LTO,411 22 
Lynn, Mass Les2.e90 D250, 380 + 13.5 6.9 142,086 152,012 
Manchester, N. tf 2,823,844 2170167 23.3 0.3 79,260 80,560 l 
‘Memphis, Tenn 6 ULO,238 7,707,938 12.8 1.1 225,764 210,728 6. 
Miami, Fla 8,102,371 N.N26,517 H 1.2 141,918 182,448 28.¢ 
Milwaukee, Wis S.245,455 HOSA SOS 18.6 S.o 219,250 220,106 7.8 
Minneapolis, Minn S.211,600 7,174,881 12.5 0.1 198.505 Ziowi4 +8 
Moline-Rock Island, 111 1,924,266 1.USS 384 7.0 6.2 145,054 134,372 7 
Nassau County, LL. | 1627,077 1,413,267 11.7 63.1 16,520 204 
New Bedford, Mass 1,832,334 1.YTS620 82.2 13.2 59,458 572 1 
New Haven, Conn 404.910 »H66.458 Su 3 163,744 TS 1.006 + 10 
New Orleans, La 11,367,063 LL.773,050 2.7 OS 340,275 $24, =¢." 
New York, N. ¥ 13,997,403 4,183,756 0.7 1.3 oy FON O61 + 
Brooklyn, N. ¥ Z.541,448 2.052, 336 10.8 1.7 47.627 $4,405 6 
Norfolk, Va 636,792 6.044.526 12.8% + 5.3 196,476 ISU S68 3 
Oakland, Cal 1,645,753 060.509 16.0 6.5 177,097 163.885 —i 
Kianoma City, Okla 5,385,170 1.596.368 —§.5 a5 132.348 $1 
Omaha, Neb 415,008 SO TS SUG 1.7 1.5 o4,024 l 
Peoria, 11 6,288,753 6.808 333 17.2 8.3 174,244 +44 
Philadelphia, Ta 1s. 930,159 16,565,104 10.0 + 5.8 23,888 ° 
Phoenix, Ariz 1.548.022 1.776,016 21.4 + 10.5 168,126 
Pittsburgh, Pa 11,829,580 12,465,104 8.1 2.6 308,910 : 
Portland, Ore 7,284,979 6,566,238 2.2 13.3 16,006 >! ° 
Providence, R. I 6.971901 HSG4,051 OLS 0.7 168,366 182,11 
Reading, Pa ‘ 17 6,154,947 1.8 3.6 170,296 179,382 
Richmond, Va 7 1.050 7,460,194 2.9 2.0 221,564 1SS,468 
| Rochester, N.Y N,S84, 086 8,992,288 392, 666 7 4.5 267,236 285,426 
|} Rockford, Il $750,256 1,999,512 Pe ee ee 16.6 10.8 130,494 154,728 
; Sacramento, Cal PSU4 S16 1.607,72 LOS 210 1 7.8 144,130 136,584 
}San Antonio, Tex 1.198.165 $345,298 O21 456 1t.¢ 15. 117,744 178,91 
San Diexro, Cal 7.678,7% #252 050 1,214,736 #1 LoS 223,328 217,798 
Seattle, Wash 6.634.500 6,921,612 7.1MS8,1N8 s $4) 170,674 205,00 
South Bend, Ind 148.621 113,37 20,10] 13.1 + 15.4 85,206 107,77 
Spokane, Wash 4.456 $92,312 716,238 1 1.0 115,234 126,¢ 
St. Louis, Me LO 504 565 10,691,010 10,532.48 0 | 263,255 281.4 
St. Paul, Minn 6.105.200 6.151566 »HO4, 308 2 1.2 196,397 158,4 
Syracuse, N. ¥ 6. TOW B75 4,219,964 To, 446 14.2 36.4 111,979 141,06 
Tacoma, Wash ,OSOL0N4 829,794 100 835 8.7 + 4.5 104,384 151,494 
Tampa Fla #17,228 1.792.108 1,711,318 20.5 17 124,824 115,79 
Toronto, Omt Can Ane 4 8.945.235 “4 INS URS o6 .. 7.2 09.755 269.79 
Troy, N. ¥ 2,528,210 2,503,914 2,710,570 + 7.2 +S.3 63,602 42,99 
Tulsa, Okla » 261,578 2.402 166.782 
Washineton, Pr 18,720,414 14. YSS8 182 W195 28 7.9 1.4 O51, 287 82.2 
Youngstown, ©} $4,450,545 4.873.486 371.891 90.7 10.2 153.682 165,¢ 
Total 193.57 4,934 83.652.317 HOG 572.650 0 ,.9 15,821,021 6.726 
1 Atlanta CGieorgian and Sunday Vmericnu coused Vertisine 
publication Dee. 17, 1939 Syracuse Journal published 100th Ant 
2 Newsday launched Sept 1940 tion March 20, 1439, containing 216.027 
San Diego Sun suspended publication Nov. 2 pean Vertising 
{4 Commercial Appeal published 328-pakee Centennia Figures not ing ded it tals 
issue Jan 1 1940, containing 428.848 lines aft id 


THIS WEEK 


— 


YEAR TO DATE 


Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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Watch Account to Ayer 

N. W. Ayer & Son, Sao Paulo, has 
appointed to direct 
ing of Vulcain watches in Brazil. 


been 
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ADVERTISING AGE 
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Roundup of Advertising Promotions in the Test Stage 


Launch Test for 
Kellogg's Wheat 
Pops, Krispies 


(Continued from Page 1) 


nN. Y., Logansport, Ind., and 
shalitown, Ia., among other 
Initial copy ran 200 lines 
columns, and declared that 
day soon there'll be a new 
yn your doorstep.” 
Promising a generous sample of 
“the most excitingly different wheat 
cereal in 15 years,” the initial ad- 
vertisement says “Kellogg’s Wheat 
Pops will change all your ideas of 
how good a wheat cereal can taste. 
Pops isn’t just another ‘flake,’ it 


Mar- 
cities. 
on five 

“some 
arrival 


isn’t just ‘shredded’ or ‘puffed.’ It’s | 


popped.” And one bite will tell 
you how different that is! | 
“Something more! With your 


sample of Wheat Pops you'll get a 
free coupon good for 5c toward the 
purchase of a full size package at 
your grocers.” 

Illustrations in the light manner 
feature the copy. Vitamin claims, 
so common in cereal advertising 
now, are restricted to this sentence: 
“All the major vitamins and min- 
erals of whole wheat, plus a form 
and flavor that are thrillingly new.” 

It is understood that distribution 
ind advertising will not be seriously 
extended for some time, possibly 
intil next year. 


Same Technique With Krispies 


At the same time, Kellogg 
using the identical sampling and 
five-cent coupon’ technique — for 


Wheat Krispies, companion product 
Rice Krispies, which has _ not 
heretofore been given much 
promotional attention as its twin. 


to 


as 


The sampling and coupon an- 
nouncement on Wheat Krispies was 
made in a full page in the Daily 
Call, Piqua, O., which was also 
notable for a complete list of local 
outlets, running down the outside 
columns of the main copy block 


Heralding Wheat Krispies as “brand 
new,” the Piqua copy applied many 
if the same terms to Krispies which 


WRVA covERS — 
RICHMOND 
AND NORFOLK 


IN VIRGINIA! 


PAUL MH RAYMER CO. NATIONAL OFPOESENTATIVE 


COLLINS 
MILLER & 
HUTCHINGS 


"HOTO-ENGRAVERS 
IN CHICAGO 


is | 


BARGAIN OFFER 


Special! To Srtroduce Quakers Sensdlional 
Gat Cereal Thats ALL Ready -To-Eat! 


Discover Today This Entirely Different 
Toasted Oct Cereal Theat is Triple-Rich 
in Precious “Sperk Plug” Vitemin 


Adding red to the conventional black- 
and-white in this newspaper copy, Qua- 
ker Oats Company launches a one-cent 
offer in Providence, R. I|., and Sacra- 
mento, Cal. The copy is being extended 
to other cities where the ready-to-eat 
oat cereal has been promoted in recent 
months. Ruthrauff & Ryan, Chicago, 
handles the account. 


are being applied to Pops in other 
markets: “not shredded, not flaked, 
they're oven-popped”: ‘delicious! 
Crisper, crunchier than wheat has 
ever been before!”; “a modern staff 
of life! All the vitamin B,, calcium, 
phosphorus and iron of 100% whole 
wheat!” 

| While no comment was _ forth- 
coming from Kellogg or its agency 
jon the remarkable similarity be- 
| tween the products and their pro- 
motion — both are described 
“pearled wheat, flavored with sugar 
}and salt, and enriched with vitamin 
B, (thiamin), calcium and _ phos- 
| phorus,” with the additional legend 
}on the Krispies package that the 
product is “oven-popped,” observ- 
ers concluded that the simultaneous 
promotions were designed to test 
the relative audience appeal of the 
two names, as well as the effective- 
ness of the Rice Krispies hook-up 
which is used liberally in connection 
with Wheat Krispies. 


COPY FOR QUAKER 
OATIES BRANCHES OUT 

Chicago, Aug. 7.—Varying its 
copy appeals with a one-cent sale 
and offer of a no-drip syrup server 
for a penny with the purchase of 
two packages of Quaker Oaties, 
Quaker Oats Company has _ just 
extended its promotion of the ready- 
to-eat whole grain oat cereal 

Large-space newspaper adver- 
tisements, adding red to black-and- 
white, proclaimed the one-cent sale 
in Providence, R. I., and Sacra- 
mento, Cal. The same_ bargain 
appeal, a full-size package of vita- 
min-enriched Quaker Oaties for one 
cent with the purchase of one pack- 
age at the regular price, made 
in black-and-white copy in Woon- 
socket, R. I. The sale theme will 
be extended to other markets where 
Quaker Oaties has already been 
introduced to consumers 

Marketing of the product was 
extended to Madison, Wis., last 
week with copy headlined “Deli- 
cious Quaker Oaties come to Madi- 
son!” Follow-up copy now 
appearing, among other cities, in 
Harrisburg, Peoria, Utica, Houston 
and Spokane. In one instance, the 
testimonial of a Utica, N. Y., woman 
is featured prominently. Quaker 
Oaties’ vitamin content and 
omy are also emphasized. 

Harrisburg housewives, in 
other variation of the copy, were 
offered a no-drip server—a_ glass 
container with a streamlined plastic 
top—for one cent when purchased 
with two packages of the Oaties. 

Although all variations of the 
copy will not appear in each mar- 
ket, plans call for the various 
themes to be used in most of the 
test cities. 

Ruthrauff & Ryan, Chicago, di- 
rects the Quaker Oaties account. 
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‘SWAN SWINGS TO 
ONE-CENT SALE 

New York, Aug. 7.— With copy 
terming the new promotion a wind- 
fall for consumers who act quickly, 
Lever Bros. Company has initiated 
a one-cent sale of its Swan soap in 
newspaper advertising in selected 
Northeastern markets. 

The copy, warning housewives to 
buy as many cakes of Ivory’s rival 
they can because “the supply 
won't last long!” is being tested in 
the original territories where Swan 
first was introduced to the public 
late last January. Initial advertise- 
ments in the current test appeared 
last week in newspapers in Provi- 
dence, Rochester and Syracuse and 
it expected that consumers in 
other Northeastern cities soon will 
be offered the soap bargain. 

Retaining the breezy style of pre- 
vious advertisements, the copy offers 
a regular cake of Swan for one 
cent when purchased with a large 
cake, and adds “Yep. Swan's 8 
ways better than old-time floating 
soaps. No wonder they're all rav- 


as 


IS 


OROP EVERYTHING AND RUN TO THE 


(+ SALE 


ON SWAN soAP! 


WURRY! SCURRY! STOCK UP TODAY! 


ing about it. Better hurry! Bette 
scurry! Get yours now. This le 
sale won't last long!” 

Lever Bros.’ Fairy soap, which 


had gone along without advertising 
for a decade, benefited from a new 
campaign started last month with a 


similar one-cent sale technique. 
Extension of this drive also 
planned. 

Young & Rubicam handles the 
Swan account, BBDO the Fairy 
account. 

PUSH NEW BOOK CLUB 

New York, Aug. 6. Inviting 

readers to become “charter mem- 


bers,” Walter Black, book publisher 
for the past 20 this week 
launched first advertising for his 


years, 


IS | 


TOMORROW 


Thi 


Vagacine of the Future 


OUT 
AUGUST 15 


ON ALL 
NEWSSTANDS 


25 cents 


Published by 


Creative Age Press, Inc. 


1! East 44th Street 
New York, N. Y. 


NEW BOOK CLUB 


AN INVITATION TO READERS OF THE CHICAGO TIMES 


yew have alaiays wranled lo read >” 


a 


Offering a selected low-priced classic a 

week, this test copy for the new Classics 

Club has been launched in New York 

and Chicago. Unlike some other book 

clubs, subscribers need not take a speci- 

fied number of books each year. Schwab 
& Beatty is the agency. 


new Classics Club 
test campaign. 


In a newspaper 


Copy appearing in the 
Times and New York Times was 
localized with the caption, “An 
invitation to readers of * and 
described the new venture as “the 
only book club of its kind = in 
America.” Photographs of the four 
judges—-William Lyon Phelps, Pear! 
S. Buck, Hendrik Willem Van Loon 


and John Kieran—-who will select 


books to be published for 
of the club were featured 


members 


The Classics Club will publish 
famous works of literature in two 
editions, a regular edition at 89 


cents and a de luxe edition at $1.39. 
Members will not obligated to 
take any specific number of book 
The basic price, claims, 
lower than that othe 
club.” 

Further insertions in the two 
newspapers and extension of the 
campaign to other cities will depend 


be 
Copy ae 


of any book 


. | 
Chicago 


on reaction to the initial copy. 
Schwab & Beatty is the agency. 


Expand Wheat- 
Meal Promotion in 
3 Test Markets 


New York, Aug. 7.—General 
Foods Corporation, which has been 
advertising Grape-Nuts Wheat-Meal 
in a test campaign since last No- 
vember, will expand promotion for 
the whole wheat cereal this fall. 

Grape-Nuts Wheat-Meal is a 
three-minute hot cereal brought out 


by General Foods more than five 
years ago as Post-O. With the 
renaming of the product in 1940, 
test copy featuring Kate Smith 
appeared in newspapers in Syra- 
cuse, N. Y., Battle Creek, Mich., 
and San Francisco ( ADVERTISING 
AGE, Nov. 18, 1940.) The campaign 
will be extended into areas sur- 


rounding these markets. Benton & 


Bowles is the agency 
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With Over 52,000 
Daily Circulation. |“ 
Sioux City leads every city in 
the state as a wholesale city. 
Ranks eighth in the stock- 
yards industry In the United 
States. f : 
1940 it showed the largest 
percentage of gain in livestock 
receipts in the entire packing 
industry. : 
! eee : 
General Advertsing Representatwe of The Jearnal 
NOEE, ROTHENBURG & JANN 
New York - Chicago - Detroit - San Framceco 
° eee : 
Owners and Operators of Station KSCJ : 
Power: 5,000 Day and Night : 


nt aa 


® 


Advertising that pays dividends must be based 
on facts. The IBM Service Bureau ts an organi- 
zation especially equipped to supply those facts. 
Whether it’s a questionnaire to the trade, or an 
exhaustive consumer survey concerning who buys 
what and when, the IBM Service Bureau is 
equipped to put the facts before you in the least 
possible time. For productive campaigns, im- 
portant agencies now look to the IBM Service 
Bureau to help supply their basic material. Write 
to our general othces, 590 Madison Avenue, 
New York, N.Y. for complete information. 


INTERNATIONAL BUSINESS MACHINES CORPORATION 


Offices in & Principal Cities 
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| 
of a Senate Interstate Commerce|war propaganda, and report its 
sub-committee to consider the | Sadings to the Senate. 
| propaganda resolution. The rest of| The _ resolution describes. the 
the sub-committee, as appointed by | 


Accuse Radio, 


Movies of Aidin committee chairman Sen. Burton K. | instruments of communication of|five sub-committee posts to men | 
g ‘Wheeler of Montana, includes Sen- | ideas” and charges that all propa-|sharing his foreign policy beliefs. 

‘ators Charles W. Tobey of New| ganda on the war-peace issue has| Only Sen. McFarland—a freshman 

|Hampshire, C. Wayland Brooks of | been on the war side. “This propa-|member who came to Washington 

al ropagan a | Illinois, Homer T. Bone of Wash- | ganda reaches weekly the eyes and|only last January—voted for the | 

| ington, and Ernest W. McFarland of | ears of a hundred million people | Lend-Lease Act. The others are 

Washington, D. C., Aug. 6.—| Arizona. and is in the hands of groups inter-| strong isolationists, or non-inter- 


Beset by a variety of difficulties in ‘ad : - ‘ested in involving the United States 
its relationship with government, Favors War Side in war,” according to the resolu- 
the broadcasting industry this week The resolution, S. Res. 152, was | tion. 
faced the threat of a new investi- | introduced last Friday by Sen. Ben-| The resolution empowers the sub- 
gation. The charge this time was|nett Champ Clark of Missouri, on | committee to hold hearings, call on 
that radio, together with motion| behalf of himself and Sen. Gerald | other federal agencies for assistance, 
pictures, is being used for the dis-|P. Nye of North Dakota. It em-|employ whatever’ personnel is 
semination of wer propaganda. powers the _ Interstate Commerce | needed, and subpoena records and 
Sen. D. Worth Clark of Idaho|Committee or a sub-committee | witnesses. No date has been set yet 
was appointed chairman yesterday | thereof to investigate air and film/for the opening of hearings. 


In view of the nature of the reso- 
‘lution, the make-up of the com- 
|mittee is significant. Sen. Wheeler, 
screen and radio as “the most potent | isolationist leader, gave four of the 


|ventionists as they prefer to be 


| labeled. 


wine. Jimm Daugherty, 
Louis, is the agency. 


‘MONTE F. BROWN 


Promotes New Tonic 


Meyer Bros. Drug Company, St. 
| Louis, is testing radio and news- 
paper advertising for Sherton, its 
new vitamin B, tonic in sherry 


“Whei Boss Around Here” 


is a pretty important 


question today for 


many an advertiser as well as his salesmen. 


Trouble is, when ‘‘key executives’”’ are reduced 


to mere statistics, they all begin to look alike. 


But personal correspondence, like personal con- 


4 The Newsweekly that Changed 


VICE | 


sively who’s the boss. 


tact, shows pretty conclu 
And as far as we can discover, NEWSWEEK has 
received more voluntary communications from 


more executives, in the last four months, than 
any other magazine published. We’d like to 
show you some of those letters as part of a new 


presentation that proves NEWSWEEK’s claim— 


Executives’ Reading Habits 


OR IDINT 
ar 
a- 


7) 


~~ 
za 


p. S. In answer to one routine form letter, about 


4,000 “bosses” wrote us a personal letter saying what 
they thought of Newsweek. No wonder advertising 
linage is up for the 37th consecutive month . . . and for 
the first half of 1941 over 1940, NEWSWEEK gained 48° 
in ad revenue, largest gain of any magazine published. 


| vice 


RESIDENT 
= VICE | 
PRESIDENT 


_— 


a a mn Se I _ 
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Seattle, Aug. 4.—Monte F. Brown 
61, vice-president and publisher of 
the Seattle Journal of Commerce 
was killed here yesterday by . 
holdup man attempting to rob g 
tavern. Two other persons were 
killed and seven wounded. 


ROBERT G. VON HOENE 
Cincinnati, Aug. 4—Robert ¢ 
Von Hoene, 55, who was associ :teg 
with the advertising department of 
the Hauer Mfg. Company unti! jl]. 
ness forced his retirement eight 
years ago, died here July 31. 


Rockefeller Office 
Adds Shelley Tracy 


Shelley Tracy, founder ang 
former president of Tracy-Locke. 
Dawson, Inc., New York and Dz: las 
agency, has been appointed by 
Nelson A. Rockefeller as assistant 
director of the communicat ons 
division, Office of the Coordinator 
of Inter-American Affairs. The 
Rockefeller group recently acquired 
this new name, dropping a more 
cumbersome title used previous! y. 

In his new role, Mr. Tracy wi’! be 
aide to another former agency nan, 
Don Francisco of Lord & Thornas, 
who continues as director of the 
division. Mr. Tracy has served as 
vice - president of the American 
Association of Advertising Agencies 
and as director of the operating 
committee of National Outdoor 
Advertising Bureau. 


To “Cushion” Rise 

The Michigan liquor control com- 
mission has announced that it wil] 
attempt to “cushion” an expected 
rise in liquor prices this fall. Point- 
ing out that rising costs of produc- 
tion and an anticipated federal 
alcohol tax boost probably would 
result in an increase, James D 
Dotsch, commission member, said 
the commission is contemplating 
lowering its own margin of profit 
“a reasonable amount.” He said 
an attempt by an Eastern state t 
maintain a substantial profit in the 
face of rising taxes and productior 
costs “flushed out professional and 
hill-billy bootleggers.” 


Aviation Magazine Bows 


edited for engineering and purchas- 
ing officials in the aircraft field, has 
'been launched by Haire Publishing 
Company. Developments in aircraft 
itools, materials, parts and acces- 
|sories will be presented monthly. 


Reiser to Mills Novelty 

| Michael J. Reiser, formerly regis- 
trar of Siebel Institute of Tech- 
/nology, Chicago, has been name 
|assistant to L. C. Force, sales pro- 
|motion manager of Mills Novelty 
|Company, Chicago. 


| Leaves Daniel Starch 


| Victor F. Lawrence, former!) 
with Daniel Starch & Staff, New 
York, in advertising research, ha 
|joined Klau-Van Pietersom-Dunla| 
| Associates, Milwaukee, as accout! 
executive. 


| es 

Heads Labor Consultants 
| Irving Stalmaster has been name 
directer of Labor Relations Con- 
sultants, Los Angeles. 


when you think of sports 
... think of John Blair! 
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PHOTOGRAPHIC 


CONFIDENCE—IN MUSCLE AND PRODUCT 


Tougher than ever! 


Fortified Iso-Vis motor oil, product of Standard Oil Company of Indiana, is 

being promoted by means of this 24-sheet outdoor poster, one of three being 

displayed during August in 14 Midwest states. The same “Tougher than ever!’ 

theme is repeated in service station curb signs. The poster was lithographed 
by Compton & Sons, St. Louis. 


DOUBLE DUTY WINDOW DISPLAY 


, di a ¢ 
° de . ‘ . : 


ge 


f/f 


d Gifts for both men in the U. S. Services and for students returning to school 

this autumn dominate this display of W. A. Sheaffer Pen Company products for 

retail stores. It is lithographed in full color by Forbes Lithograph Company, 
Boston. 


A SMOKE LIGHTS UP THE DARK 


This spectacular, shaped like a modern streamlined bulletin, outlines the King 

Edward cigar and the copy message in neon tubing against a painted background 

of palm trees, sandy shore and sailboats on the ocean. It was recently installed 

in Jacksonville, Fla., for Swisher and Sons, cigar manufacturer, by the General 
Outdoor Advertising Company, Jacksonville. 


SKELLY SIGNS UTLEY FOR NBC SHOW 


rs 
ir! 
| 
. 

CM sm 

“Y a Taylor, advertising manager of the Skelly Oil Company, is signing a contract 
JON : Clifton Utley, former newsman who becomes the commentator on Skelly's 
ves "' Program aired Mondays through Fridays at 8 a. m. CDST over the NBC 
oe Sd network. Standing behind the two are Frank Ferrin, vice-president of Henri, 


a & McDonald, agency handling the account; George Diefenderfer, NBC 
man, and Paul McCluer, Red network sales manager for the Central division. 


OF THE WEEK 


REVIE 


100% wwe vown oF 
THE FUTURE > | 


CLEAR PACKAGING 


In celebration of its Diamond Jubilee, Valvoline Oil Company, Cincinnati, depicts 

the Town of the Future in this unusual window display for general dealer distribu- 

tion. Its features include a superstation capable of servicing 100 cars at a time; 

plastic all-weather safety highway tubes; and even lubrication for servicing rocket 

ships and strato planes. The display was created by Fitzgerald Advertising 
Agency, Inc., New Orleans. 


SPONSOR JOINS ANNIVERSARY PARTY 


These boudoir sachet dolls, to be dis- 


tributed through retail outlets, are 
packaged in cemented cylinders of 
transparent acetate sheet-plastic, manu- 
factured by Eastman Kodak Company. 
The novel packages were fabricated by 
Parfait Powder Puff Company, Chicago. 


COMMERCIAL 


— . r a EY 


Pictured here are (left to right) Hugh McKay, director of advertising for Col- 

gate-Palmolive-Peet Company; Mrs. Savington Crampton and Mr. Crampton, 

Colgate advertising manager handling Super-Suds, Colgate tooth paste and 

Colgate shaving cream; Selena Royle, who was hostess at a USO Defense party 

celebrating the second anniversary of her CBS radio program, “Woman of 

Courage"; and Edward Longstreth, radio director for Colgate, the program's 
sponsor. 


GOODRICH COPY TURNS INSTITUTIONAL 


a you wort te 
: SAVE MONEY COMPARE 
THESE 2 TIRES. Me Truck 


This series shows how Adam Hat Stores, 
Inc., a pioneer in television advertising, 
handles a commercial in its telecast of 


Ebbetts Field boxing bouts over NBC's 


Station WNBT. Following presentation 
of a portion of the bout, the first scene 
at top shows a man looking over hats 
in the window of an Adam Hat store. 
After examining his own hat, the pros- 
pective purchaser walks toward the door 
(center picture) and disappears within, 
with another customer. The third scene 
's a close-up of the window display 
itself. 


INCLUDED IN FORTUNE'S PORTFOLIO OF WAR POSTERS 


B. F. Goodrich Company, Akron, has changed over from product to institutional 

copy in promoting its truck tires. First of the new series, shown at the left, is 

appearing this month in Business Week, Time and business papers. At right is 

the last product-type copy to appear in the same publications. Griswold- 
Eshleman Company, Cleveland, is the agency. 


AMERICA 
open your eyes ! 


Suggesting the possibilities of new techniques and new uses for old techniques, Fortune presented these posters, among 
others, in its Au -ust issue devoted to the sinqle subject “Total War for the U. S." At left, Jean Carlu points up the 
theme that a false sense of security is deadly. Labor's cru:ial role is depicted in the center poster, by Joseph Binder. 
The third poster, by George Giusti, is suggested for morale or civilian-defense recruiting in vulnerable coastal districts. 
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